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Six Colorful New 


WOOSTER VARIETY VENDERS 


to help you build 
; a profitable business in 


WOOSTER «= BRUSHES 


Picture these striking displays on your counter. Imagine how they will catch 


the eyes of people who visit your store... how, because of the colorful han- 


dles extending from the venders, they invite easy inspection of the various 


Wooster Brushes. And everyone who has had experience selling good brushes 


knows that when a prospect gets a Wooster in his hand. it’s a completed sale 


almost every time! 


Wooster Variety Venders include fast-selling styles from a fast-selling line. 


Stock is interchangeable with the famous Wooster Sampler which in combi- 


nation with Wooster Variety Venders 





provide the most successful brush selling 
svstem ever created! 


1 2 Doz. 
50-3” 
1 2 Doz. 










1 2 Doz. 
100.1” 


Cos 





VARIETY VENDER No. 17 


ONLIWON Walltoretailat  50e 


75-34%” ONLIWON Wallto retail at | 75e 


ONLIWON Wall to retail at $1.00 
All two color handles 


MINIMUM RETAIL VALUE 


$ 8.95 


"13.50 
























VARIETY VENDER No. 15 


=, 6 Doz. 4%” 
l Doz. 


5/6 Doz 
5/6 Doz 


Cos 


6” ‘TINY TIM 
. FORGI 
.11%” FORGE 

2” FORGI 


to retail ¢ 
bat 20¢ 
at 306 


to ret 
to retail 


to retail < 


Pwr color handles 


$7 


MINIMUM RETAIL VALUI 


it 10e 
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15 
10.90 























VARIETY VENDER No. 14 

















THE WOOSTER BRUSH COMPANY 
WOOSTER, OHIO. 

Send us one each of the deals marked Variety 
Vender No. 15 at $7.15: Variety Vender No. 17 at 
$8.95: Variety Vender No. 14 at $5.85. 






BILL THROUGH 


(Name and address of sobber 


FILL IN THIS ORDER AND ATTACH TO YOUR LETTERHEAD 





5/6 Doz. %” TINY TIM to retaibat L0e 
12Doz.1” “TOPPY toretailat 10 
1/2 Doz. 1%” TOPPY toretaibat 15« 
1/2 Doz. 2” POPPY to retaibat 25« 
12 Doz. 1" FOLLY to retailat 206 
1/2 Doz. 1%” FOLLY to retail at 25« 
1 ‘2 Doz. 2’ FOLLY to retail at 35« 
AL colored hand!le- 
Cos $5.85 
MINIMEM RETAIL VALUE 8 80 
(a) 
(3 “Ved the Tester.” the 
( familiar Wooster 


Brush character dis- 


played by dealers. Mil- 
lions of brush users buy 
this sign is 


w here 
shown. 
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YALE CABINET AND TRUNK LOCK 
MERCHANDISER 
No. GSF11—new green suede finish. 
No. OF 11—bright orange lacquer finish. 
Size of board—22x 11 in. 

Nos. GSF111 and OF111 are same as above with a 
small stock of locks inaddition to those on the board. 
REVOLVING TYPE 

No. RGSF21—new green suede finish. 

No. ROF21—bright orange lacquer finish. 
Size of board 18x 6%4 in. Samples are the same as 
shown above, with six locks on each side of board. 
Nos. RGFS121 and ROF121 have additional stock. 
Locks are priced to retail at from 15¢ to $1.25. 


fore lify 


CUT 


OF 


CABINET and TRUNK 
LOCKS 


UE TO THE large number and variety 

of cabinet and trunk locks, some hard- 

ware dealers have believed that stocking and 

selling these items involve considerable 
“mystery” and complications. 


That is not true of YALE Cabinet and Trunk 
Locks. Our plan of merchandising makes them 
profitable and easy-to-sell. 


The YALE Cabinet and Trunk Lock Merchan- 
diser, pictured on this page, has greatly simpli- 
fied selling methods for many hardware dealers. 
It contains those YALE Cabinet and Trunk 
Locks which are active, over-the-counter items. 


Supplementing this is the YALE‘Cabinet and 
Trunk Lock abridged catalog which gives you 


ALES. 





= x 
i am ae complete information regarding the proper 
; 5 ek types of locks for various requirements. 
ginet AS : 
Cs y,ocks If 
é We eco you haven’t already received these 
important YALE Sales Helps, send for them 
and use them to simplify your cabinet and trunk 
lock business and make it more profitable. 
YALE CABINET 
and TRUNK LOCK Till 
CATALOG — an ge te ot es 
informative booklet \ a, 
containing pictures and be et THE YALE & TOWNE MFG. Co. 
details ofthe best selling —— 
{ over-the-counter items. \ STAMFORD, CONN., U. Ss. A. 
j MAY 23, 1935 3 
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EVERYTHING YOU NEED 
to sell Grinding Wheels 
—and profitably 


» 4 


These Quality wheels are most emphatically 
Hardware Items. The Hardware Dealer who has 
shied away from grinding wheel business need 
do so no longer. Here is a line with all the guess- 
work taken out, properly merchandised and 
priced so that every Hardware Dealer can sell 
it at a profit. 
WwW 


$10.87 Starts You 


These wheels with standard 1” center holes, are 
quickly fitted to any of seven arbor sizes by means 
of Patented Steel Bushings. Your investment is 
kept at a minimum. 


Point-of-sale Display 


Attractive racks put your wheels right up on the 
counter. Your best prospects see them and ex- 
amine them. And remember, one of your best 
prospects today is the Home Craftsman who buys 


quality. 


| GRINDING WHEELS 


Boxed Merchandise 


Replacement wheels are packed in bright cartons 
that make a fine shelf or counter display and in 
addition, keep your stock in order, protect your 
wheels, and provide a handy delivery package 
without further wrapping. 


Authoritative Information 


No guess work—the Hand book contains all the 
information you'll need on Grinding Wheels. It is 
brief, yet complete. It puts you in position to fill 
the grinding wheel requirements of all your 
customers. 


WwW 


BEHR-MANNING 


Troy, N. Y. and Branches 
Sales Representatives in U. S. A. for NORTON PIKE PRODUCTS 








je Sens —_— se 
. NORTON 

* ABRASIVES BEHR-MANNING - TROY, N. Y. 
* ; Please send full details on NORTON PIKE Grinding Wheels. 
Name =e 
Pi ; t/, Street = 
f City — 
FOR FULL INFORMATION tia pas 
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PANTHER FRICTION TAPERS 
BIL AGA waouyenyp_wine wenn N° I 
THE OKONITE COMPANY 


HAZARD INSULATED WIRE WORKS 


Division of 


THE OKONITE COMPANY 


Factories: Wilkes-Barre, Pa. Passaic, N. J. 








MAY 23, 1935 





~ ISYOUR STORE GETTING 115 SHARE 


= “OURS, TOO, AND WE'RE [fr 

j REALLY GOING PLACES WITH 
THAT NEW ‘HEAT-OR-COOK’ Ff 
RANGE OF PERFECTION’S” & 4 





Trunk 


“PERFECTION 
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OF IMPROVING RURAL BUSINESS ? 


OMEN EVERYWHERE recognize 
and prefer Perfection’s proven 


quality. Perfection advertising, reaching 
millions of homes, year in year out, 
through good times and bad, has kept the 
news of Perfection progress constantly 
before your trade. Now improved rural 
incomes are bringing thousands of oil 
stove customers into the market, ready 


to buy Perfection goods. 


The Heat-or-Cook range (illustrated) is 
the greatest value we have ever offered. It 
is the greatest value for the home, because 
it offers winter heating and hot water in 
addition to High-Power burner speed, 
cleanliness and precise regulation. It 
is the best value for dealers, because 
it removes that last remaining excuse 
for any customer clinging to an old 


coal or wood stove. 


Be sure to have an adequate stock and 
display of Perfection’s, including the 
High-Power Heat-or-Cook range, to reap 
the benefits of this year’s improved rural 


conditions. For the more Perfection 














High-Power Heat-or-Cook range R-579-W has convertible 
top for winter heating of three or four rooms. 


It has a seven-gallon hot water reservoir and its removable 
fuel tank holds five gallons. 


Five new improved High-Power burners give the speed, clean- 
liness and precise regulation every kitchen needs. 


This model has full-size built-in Perfection ‘‘live-heat’’ oven. 


goods you sell, the greater yearly profit 
you make. Write for your copy of the 
new 1935 Perfection Sales Plan Book. 


Perfection oil-burning cookstoves, water 
heaters and heating stoves are sold only 


through retail dealers. 


PERFECTION STOVE COMPANY « 7629-B Platt Avenue, Cleveland, Ohio 
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Packed in attractive lithographed cans of pint, 
quart, gallon, and five-gallon size (also in 30- and 50- 
gallon drums), Hercules Turpentine is sold easily. 
The handy containers do away with bottle filling 
, + + But the package is not the only advantage of 
handling Hercules Turpentine. Its quality is guar- 
anteed. Hercules Steam-distilled Wood Turpentine 
is a uniform product and is second to none for its 
purity, odor, solvent action, thinning properties, 
and evaporation -,,» You can recommend Hercules 
as the best turpentine obtainable. Ask your jobber 
for quotations. Prices remain constant for as long a 
period of time as possible; they do not change daily. 





The coupon below will bring further information. 


HERCULES NAVAL STORES 
HERCULES POWDER, COMPANY 


INCORPORATED 
938 MARKET STREET, WILMINGTON, DELAWARE 


Branch Offices: Chicago New York 
Philadelphia St. Louis Salt Lake City San Francisco 


HERCULES POWDER COMPANY 
938 Market Street, Wilmington, Delaware 


Send information about Hercules Steam-distilled Wood Turpentine. 


My jobber’s name and address are: PE et Oe ON A OR 


Signature Nari cclacta ie ase iedaccbniasteniamsesaiedenes 
Street... City PN ieee nian cseenaaae 
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SECURITY) 
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p United States Rubber Company 
= late ee 










FRICTION . @ Practically every one of your custom- 
TAPE e, ers needs friction tape. Householders, 


















boys and sportsmen—all have uses for 







This counter display 
Y sells 32 No. 1 rolls 
SECURIT iaca 
N| Doe ravelling ’ 
@! FRICTION TAPE 


{fs 


tape, will buy when they think of it. 






The new “U.S.” Security Tape counter 
displays will make them think of it when 
they are in your store. Just place one of 
these silent salesmen on your counter 


and let it work for you. 


The “U.S.” trademark is known to your 
customers as a definite assurance of qual- 


ity — quality that is upheld in “U.S.” 






Security Tape. Here’s a fast-moving, re- 


This display offers 16 No. 2 rolls 


at 10 cents each. Put it to work! liable item that will bring you profits 


the year ‘round. 
“U.S.” Security Tape is also available in 

Me. ¢ ant We. € salts for sxanemy. : United States Rubber Company 
Standardize on “U.S.” Security for all your X 1790 BROADWAY NEW YORK, N. Y. 


tape requirements. 








support and sustain Myers dealers in satisfactorily and profit- 
a ably securing increased water system business in their respec- 
tive localities. 





The dealer who takes advantage of the improved market 
conditions and identifies his store with the improved and 
complete line of MYERS WATER SYSTEMS will profit ac- 
cordingly during the important summer selling season just 


ahead. 


Your inquiry will receive prompt attention. 
togaen Write or wire. 














You know all of the answers to the combination of sales values 
such as are provided by a line of water systems like the Myers. 


Quality plus performance plus low prices plus a sound sales policy plus 
national advertising—nothing has been overlooked in the Myers program to 





—— | 
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Here’s a varnish that you can recommend for floors and all other interior woodwork. With its 
heavy body, one coat does the work of two coats of ordinary varnish. 


And during this Glidden Annual Varnish Sale you can purchase it at our special price which en- 
ables you to make volume sales—at a profit—during May and June, before the summer sales slump. 


ADVERTISING 


With each Special Assortment we include Free a special window banner and 500 handbills 
with your prices, your name and address. Assortment includes Gallons, Half Gallons, Quarts, 


and Pints in any proportion you desire. 


Approximate Retail Value—*50°° e Your Cost—*%15°° 


Here’s a chance to sell a quality product to compete in low price with chain stores and mail 
order houses—and still make a handsome profit. 


Three 


Popular Assortments 


SPEED-WALL 


Popular, quick drying wall enamel. Gives semi- 
glossy “‘pore-sealed” finish. A fast seller, partic- 
ularly at this time of year. Special color panel 
portfolio and demonstrating display makes 
sales. Free handbills and window banner. 


SPEEDOLEUM 


A new linoleum finish. Does not discolor the 
pattern. Is extremely durable. Special Display 
Rack for your floor includes long-handled Ap- 
plicators. Free handbills and window banner. 


JAP-A-LAC 
This well-known brand of enamel is easy to 
sell with the famous Jap-A-Lac Wheel that 
instantly shows the customer the proper 
colors and color combinations to use. Free 
handbills and window banner. 


Ask for more information about these assortments. 





GLIDDEN 


EVERYWHERE ON EVERYTHING 
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“Resurface Your Linoleum this Easy 
Way with Glidden Florenamel™ 


This statement in national adver- 
tising of Glidden Florenamel and 
the Stipple Sponge for resurfacing 
worn linoleum is bringing in thou- 
sands of inquiries. People want 
to know where to buy it. This is your 
opportunity to bring customers 
into your store—and bring them 
back again. This special assortment, 
complete with demonstrating 
panel, shows the consumer how 
easy it is to stipple worn linoleum 
with the special Stipple Sponge. Eight color panels 
showing popular stipple finishes are part of the assortment 
—also window banner and free handbills. 





This is the assortment that is “clicking” in all parts of the 
country— making money for dealers—and building their 
paint business. Send in coupon for complete information. 


THE GLIDDEN COMPANY + CLEVELAND, OHIO 









THE GLIDDEN COMPANY, Cleveland, Ohio. 
Please send me, without obligation, the details of your Special 
Rock Spar Varnish Sale. 


Name 

Address aoa! City State_ 

Also send me information on 
C) Florenamel C] Speed-Wall Assortment 
(_] Speedoleum Assortment (] Jap-A-Lac Assortment 


Fine cabinetwork 
deserves the best 
hardware! 


oes finished craftsman readily appreciates 
that a job well done can be further en- 
hanced by a installation of hardware that 
is well designed mechanically as well as pro- 
tected with lustrous finishes of lasting beauty. 


National CABINET SETS 


possess both eye appeal and built-in quality 
that proves their merit even after years of 
continuous service. 


The sets illustrated, together with others in the 
complete National line, are designed to accommo- 
date every type of cabinet construction, and they 
employ some of the latest ideas in catch actions. 


National dealers everywhere are profiting by offer- 
ing this popular hardware to their trade. 


NATIONAL MANUFACTURING CO. 


STERLING, ILLINOIS 


National hardware is 
sold direct to the re- 
tail dealer—a policy 
reg promotes qual- 
ity, service and direct 

aie cooperation. 


No. 719R Cabinet Door Set 


No. 719S Same as above except catch 
is designed for surface door 
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Kinlers’ Weusiness us 


VOLUME 


BUSINESS 


* * * 


These statements not 
only PROVE tt... but 
tell you how to GET it! 


G. D. SCHISLER, 
Painting Contractor, 
Youngstown, Ohio 
“During the past six 
months the total amount 
Ispent for paint materials 
was $1,653, all of which 
was expended with the 
dealer from whom I pur- 
chase Dutch Boy White- 

Lead.” 


Dutch Boy brings in the volume buyers 


Ye pm letters show that the painter’s outlay for sup- 
plies runs |into a tidy sum. They also reveal that 
he spends the bulk of his money where he buys his 
white-lead. 

If you want to get this profitable volume business, 
stock and push Dutch Boy White-Lead, the most sought- 
after item in the painters’ line. 

Other Dutch Boy paint products that enjoy wide 
popularity with painters are: Dutch Boy Linseed Oil, 
Dutch Boy Liquid Drier, Dutch Boy Colors-In-Oil, Dutch 
Boy Wall Primer, and Dutch Boy Lead Mixing Oil. 


DUTCH BO 
YM Flerprose Sift Fable 


WHITE-LEAD. 
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RICHARD B. ENGLE, Decorator & Painter, St. Paul, Minn. 


““My paint and varnish materials bought so 
far this year (Oct. 1934) amount to $5,028. 
These materials were all purchased from the 
same dealers who furnished me with Dutch 
Boy White-Lead and linseed oil.” 








JOHN E. STEIER, Painter, Louisville, Ky. 
‘““My purchases of paint materials and supplies 
for the year (1934) will run around $5,000. I 
place this business with two dealers who handle 
my Dutch Boy White-Lead requirements.” 











NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak St., Buffalo; 
900 West 18th St., Chicago; 659 Freeman Ave., 
Cincinnati; 820 West Superior Ave., Cleveland; 
722 Chestnut St., St. Louis; 2240 24th St., San 
Francisco; National- Boston Lead Co., 800 Albany 
Street, Boston; National Lead & Oil Co. of 
Pa., 316 Fourth Avenue, Pittsburgh; John T. 
Lewis & Bros. Co., Widener Bldg., Philadelphia. 
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SELL EM ONCE 


and they stay so 


How it cuts— how it lasts 
and how it saves money 


Everybody’s happy with Eagle Steel Wool on 
the job. Your customer— because it bites quickly 
to the surface he’s after, it stays sharp, it saves 
money. You— because Eagle brings ’em back alive 
to the next sale, the easy sale, the easy profit. 
Your jobber—look at him smile when you order 
Eagle. He knows you're talking repeat business ! 
Eagle Steel Wool has maximum abrasive power. It’s tough. 
Resilient. Long-lasting. Uniform in quality. True to grade. 
Types: Double Eagle split-pound roll, Eagle pound roll and 
industrial pads. Grades: coarse, medium and fine shavings. 


Numbers: 3, 2, 1, 0, 00, 000, 0000. Our grading standards are 
unsurpassed. Write for additional facts. Order from your jobber. 


EAGLE STEEL WOOL COMPANY 


6201 West 65th Street Chicago, Illinois 


© 1935, Eagle Steel Wool Co. 





TRUE GRADE 
ORDER /rom YOUR JOBBER 
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TEVENS 
Buckhorn 


FEATURES ARE BRINGING 
DEALERS THE BEST BUSINESS IN 
.22 RIFLES IN YEARS 


8ge50 


Retail 


No. 053 Single Shot Price 






95 
Retail 


a | 
No. 056 Repeater Price 









a 95 
No. 066 Repeater . — 
New, 9-in-One sights—new, black tips—new, broad-grip 
forend—large size stocks, wut, receiver—handsome de- 
sign and finish—all endorsed by Frank Buck, famous 
wild animal collector. 
Stevens Buckhorn .22 Rifles are the sensation of 1935. 


To insure early deliveries, order from your jobber now. 


J. Stevens Arms Company 
Dept. L-10, Chicopee Falls, Mass. 


Owned and Operated by Savage Arms Corporation 
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“MARTIN-SENOUR 
PLAN HAS MADE MY 
STORE COMMUNITY 
HEADQUARTERS 


FOR PAINT SALES” 


4444348 


az 
a oll 


Mr. C. W. McCullough, Eggleston Paint Store, Kingman, Kansas. 


Were getting the same story from paint dealers 
everywhere. The Martin-Senour sales plan is 
speeding up paint sales in all parts of the coun- 
try. It offers a solid, proved method of making 
every item in your store move faster! 


Pick up your share of these profits! Let us 
tell you about this sensational plan! No obliga- 
tion. Drop a card to the Martin-Senour Company, 
Chicago, Cleveland, Boston, Brooklyn, Dallas, 
Los Angeles, or Lincoln, Nebraska. 


MARTIN-SENOUR 


100% PURE PAINTS 


16 
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HERE’S PROOF 


Your plan increased sales vol- 
ume tremendously. 
KANSAS MERCHANT 


Never thought a sales plan 
could be so effective. 
FROM OHIO 


Sales up more than 350%. 
WEST VIRGINIA DEALER 


Your sales promotion plan is 
great. Every item in store mov- 
ing faster. 
FROM INDIANA 
It’s getting new customers into 
the store. That’s what I like 
best about it. 
FROM NEW HAMPSHIRE 


Names and Addresses of any 
of above on request. 
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TO SELL SHEETS THAT SZAND UP 


Most good luck is just plain good judg- 
ment. And your customers depend on your 
good judgment when they buy steel and 
iron sheets from you. 


Republic is making sheet metal that en- 
ables you to fill the demand for “a sheet 
like Grandfather bought”—a long-lasting 
sheet that resists rust—a sheet that is easy 
to work with. It is Toncan Iron—an alloy 
of refined open hearth iron, copper and 
molybdenum. Tests prove it the most rust- 
resistant metal in its price class. 


Many industrial products are made of 


Republic Steel 


CORPORATION 


GENERAL OFFICES::+: YOUNGSTOWN, OHIO 


KEPUBLIC 
Teer 


MAY 23, 1935 





Toncan Iron sheets. There is no more 
economical metal for gutters, downspouts 
and trim for buildings. Roofing and siding 
of Toncan Iron give many more years of 
trouble-free service. 

Your customers will be interested to 
know that this material is available also 
as pipe for plumbing, heating and irriga- 
tion lines. 

If you don’t know all about this modern 
metal, ask for a copy of ““The Path to Per- 
manence.” It will bring you good luck, 


fT 
C 


good-will and good profits. 
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wet gives Plymouth Ship Brand Manila Rope its un- 

varying quality? Good fiber — yes. Over 110 years of 
experience—of course. Skilled ropemakers—yes. But the 
strict maintenance of this uniform quality in Plymouth 
Rope depends upon certain vitally important but invisible 
elements. 

One of them is CHARACTER ...the principles which 
control the conduct of this Company ... reflected in the 
determination to produce a rope that is second to none. 
Character which is translated through the strength of 
Plymouth Rope into safety for those who use it in hazard- 
ous occupations. Character which is revealed in fair deal- 
fing with employees, trade and consumers. 

Character is one of the plus values which are respon- 
sible in no small part for the fact that Plymouth Rope can 
be trusted to give your customers safe, economical and 
dependable service. 

Character is but one of the hidden values in Plymouth Rope. 
Further advertisements will disclose others of equal importance. 


e e« e PLYMOUTH CORDAGE COMPANY 


NORTH PLYMOUTH, MASS. and WELLAND, CANADA 
Sales Branches: New York, Boston, Philadelphia, Baltimore, 
Chicago, Cleveland, New Orleans, San Francisco « « « 
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FOUR LEADERS 
from the 
Tool Box of America 


STANLEY “BAILEY” PLANE 
NO. 4 


Fully adjustable—finest materials, all 
parts accurately machined and fitted. 
new improvement!—A pear shaped hole 
in the lever cap prevents lever cap from 
loosening when cutter is adjusted. 


STANLEY GREEN END 
“ZIG ZAG” RULES 


No. 106, the finest rule ever offered, 
has stainless, rustproof joints; selected, 
straight grain, hardwood sticks; large 
= figures, and graduations on all 
edges 


STANLEY BiT BRACE NO. 923 


No other brace offers so many worth- 
while features: positive nut and cotter pin 
chuck fastening; universal jaws; all steel 
box ratchet; never-slip handle collars; 
bronze bushed ball bearing head, and 
cocobola head and handle. 


STANLEY MITRE BOX NO. 2358 


New! Its simplicity and accuracy, the 
practically unbreakable malleable iron 
construction, and the many exclusive 
Stanley refinements make this the finest 
mitre box ever offered. 








Rise in Residential Construction 
INCREASES DEMAND 
FOR GOOD TOOLS 


The first two weeks of April were 75% ahead of the same period in 1934. 
All over the country a spurt in residential building construction is reported. 

Skilled workmen everywhere will need good tools and for good tools they 
will naturally turn to Stanley—the Tool Box of America. For 80 years Stanley 
Tools have had an unsurpassed reputation for doing fine work. Every hard- 
ware dealer who identifies his store with the Tool Box of America will find 
his sales increasing. When he sells Stanley Tools he can meet competition in 


every grade with tools of ruperior quality. 


STANLEY TOOLS 
NEW BRITAIN, CONN. 





THEY ALL LOOK TO STANLEY - - THE TOOL BOX OF AMERICA FOR THEIR TOOLS 
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AUTOBIOGRAPHY OF THE WORLD'S BEST PAINT SALESMAN 





A Paint Dealer Speaks 
from the 50-year Milepost 


I, 4-to-1 Consumer Preference, am the Force of Resale for 
Sherwin-Williams paints. I am working for more successful 
paint dealers than any other “salesman” in the business. 
Many of these dealers say that I am largely responsible 
for their successes. Here is a typical letter: 

**, .. As we look back from this half-century milepost,’ 
says | a Sherwin-Williams dealer from the State of New 
York, “the growth we have made proves the wisdom of 
the selection of the Sherwin-Williams line. 

“During the years, only once has this store departed 
from the policy of handling the Sherwin-Williams line 
exclusively .. . one year’s experience was convincing that 
this was not good business. 

“It is my candid opinion that our association with The 
Sherwin-Williams Company has been . . . a tangible asset 
to whatever success we have made. . .” 

If space permitted, I could quote from hundreds of simi- 
lar letters. Why is it that so many successful paint dealers 
have found Sherwin-Williams the most profitable line? 

The answer is simple: 


PEOPLE LIKE TO DO BUSINESS WITH FOLKS THEY KNOW 
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Ninety-eight per cent of 
the most worthwhile paint 
buyers in every com- 
munity know and respect 
the Sherwin-Williams 
name. Four times as many 
consumers prefer Sherwin- 
Williams over the next 
leading competitive brand. 
Your own investigation 
in your territory will 


bear out this statement. 
Perhaps the Sherwin- 
Williams franchise is open in 
your territory. If so, it’s the 
opportunity of a lifetime for 
you, whether you are al- 
ready in the paint business 
—or are thinking of going 
into it. Write The Sherwin- 
Williams Co., Dept. 609, 
Cleveland, Ohio. 
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SELL ROLLER SKATES 
to the WHOLE FAMILY! 


ames Skating is becoming a 
family affair now-a-days. 
Its hard for parents to look on and 
see their children getting so much 
enjoyment out of this popular pas- 
time without joining them and 
sharing their pleasure. 


That is why we say: Sell roller 
skates to the whole family. 


UNION HARDWARE 


BALL-BEARING EXTENSION ROLLER SKATES 


are easy to sell because well known, 
thoroughly dependable and reason- 
ably priced. Their smooth, easy run- 
ning ball bearings permit skaters to 
glide along like an auto in “Free 
Wheeling.” 


Children learn to skate quickly and the 
extension feature makes these sturdy 
skates readily adjustable to different 
size shoes. They are nicely finished 
and constructed to give lasting 
satisfaction. 





Pairs in ‘case. 








HARDWARE COMPANY 





Reg. U. S. Pat. Off. 
Established 1854 


TORRINGTON, CONN. 
New York Office: 151 Chambers St. 


A very popular selling model. Ball- 
R bearing steel rolls. 
—_ ing with best rubber cushions, turn in 
3 ft. circle. Straps best grain leather. 
Extend from 8% to 10% ins. Weight 
per pair 4% Ibs. 12 pairs in carton, 100 


Union Hardware Ball-Bearing Extension 
Roller Skates are made in attractive 
patterns for men, women, boys and 
girls—also other models for little chil- 
dren. On all these skates a formed steel 
loop protects the straps and prevents 
their cutting or pulling out. 


So great is the demand for these skates 
that 28 out of 50 leading hardware 
jobbers list them exclusively, while the 
22 other jobbers all carry this nation- 
ally known brand. 


Trucks are oscillat- 
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Retail Federation— 

News of the formation of the 
American Retail Federation was 
given in our last issue. This pro- 
posed super-retail association to 
provide a “united voice for retail- 
ing” has not clicked with the 
majority of independent retail 
fields, whose spokesmen have been 
articulate on the subject. There 
have been denials of support 
and/or affiliation from the hard- 
ware, dry goods and drug fields 
following closely on the heels of 
elaborate newspaper stories which 
implied a coordinated retail feder- 
ation including practically every 
major national retail association. 
One look at the names of the 
sponsoring or organization com- 
mittee would turn away even the 
most broad-minded or gullible 
average size independent retailer. 
Executives from the large national 
chains, the leading mail order 
firms and the large city depart- 
ment stores dominate the skeleton 
of man and brain power desig- 
nated to create and build the 
Federation. Their best intentions 
toward all retailers, large and 
small, could not convince the re- 
tail hardware trade of their fit- 
ness to be the guiding spirit of 
such a super body. Congress, 
likewise has not thought kindly of 
this new trade body and is about 
to investigate it on suspicion that 
it may be another “super-lobby.” 
Such is the charge of Representa- 
tive Cochran (Mo.) who led the 
way to a unanimous House resolu- 
tion to investigate the American 
Retail Federation. 


Bitter Memories— 

Those who attended the first 
public hearings on the basic retail 
code could never approve or even 
stomach a super retailer body in 
which chain stores, mail order 
firms and department stores fur- 
nished the talent for organization 
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By CHARLES J. HEALE 
Editor, Hardware Age 


purposes. The very essence of the 
required retail code (to fulfill the 
purposes of the NIRA, i.e., reem- 
ployment) was the stop-loss pro- 
visions which the department 
stores defeated, largely through 
the relentless persuasion of Percy 
Strauss, president of R. H. Macy 
& Co., New York City. The chain 
stores made a gesture of good 
will, cooperation, etc., and for a 
time many people took this at 
apparent face value. But the sub- 
sequent history of the retail code 
and other Washington “help to 
business” gave rise to the unwel- 
come opinion that the average 
size independent retailer was “the 
forgotten man.” The prominence 
of department store, chain store 
and mail order executives in the 
later NRA administration and re- 
lated relief projects has soured a 
great many hardware men on any 
hope of a truly representative 
super-retail body to represent all 
retailers. That retailing as an in- 
dustry needs some one fountain 
head for protecting retail interests 
is sufficiently obvious to most 
people, but apparent lack of 
acceptable common ground be- 
tween large and small, indepen- 
dent and chain stores seems like 
a stumbling block which prevents 
such a plan. 


Fair Trade Laws— 


Our readers were promised 
more data on the current interest, 
by states, in Fair Trade laws 
which are essentially junior Kelly. 
Capper Bills intended to provide 
the machinery for legalizing re- 
sale price maintenance contracts 
within state boundaries. Several 
states have these laws and several 





Just AMONG OURSELVES 


other states are considering such 
legislation. A complete and in- 
formative story is given in this 
issue. Here, again, we find bitter 
opposition of Macy and other large 
city department stores, chain and 
mail order firms as these people 
don’t want any control over their 
pricing theories. It is getting to 
the point where hardware men, 
in self defense, will automatically 
oppose anything favored by these 
large scale competitors which in- 
cludes the formation of the 
American Retail Federation. 


Convention Story— 

This page is being written at 
the Triple Mill Supply Conven- 
tion at Pinehurst, N. C., a pleasant 
place for a convention. Hard- 
ware men feel very much at home 
at these mill supply gatherings as 
a large part of the membership 
of the three mill supply associa- 
tions are basically in the hard- 
ware business as wholesalers or 
large retailers. A check-up of the 
registration lists finds many long- 
time hardware friends among both 
manufacturers and _ distributors. 
Talking with the distributors 
about the market and opportuni- 
ties in industrial supply sales im- 
presses one with the really im- 
portant and profitable market 
these lines offer the hardware 
man. Every town has its relative 
quota of mill supply sales oppor- 
tunities with all but the large 
machinery units common to the 
stock of the better hardware 
wholesaler and retailer. But I 
started to tell a convention story, 
one of the few that can be printed. 
Here it is: 





The population of the U. S. A. is reported at..........-- 5 eee rece eeeeees 124,000,000 
Eligible for old age pension under Townsend Bill............-++++++0+: 50,000,000 
74,000,000 

Persons prohibited under child labor laws and working under govern- 
ES rere rr ee ere 60,000,000 
ERA VE JOG o.cbciccdccccdvccescce 14,000,000 
Number of persons uneMployed..........c.ccccscccercecccssececesesececs 13,999,998 
Balance to produce the Nation’s goods.........--.:-sssceeeceeeeeeecees 2 

This leaves just you and me and I am all worn out. 
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Wagner Bill Should Be Defeated 


N. Y. Senator’s Labor Disputes Bill W ould Increase, 
Not Decrease, Upset Labor Conditions and Encour- 
age More Costly Strikes, Says Mr. Plumb 


By FAYETTE R. PLUMB 


President, Fayette R. Plumb, 
Inc., Philadelphia 


NER’S National Labor Re- 

lations Bill, introduced in 
Congress Feb. 21, would make 
more definite and increase the dis- 
crimination against those em- 
ployees who prefer to deal with 
their employers either individ- 
ually or through committees of 
fellow employees in preference to 
joining a Labor Union dominated 
by professional labor leaders. It 
would give to business agents and 
professional organizers increased 
opportunity and power to compel 
by coercion, intimidation and vio- 
lence such employees to join 
Unions organized by them. It 
would discriminate against em- 
ployers by preventing their co- 
their own em- 


Sivers: ROBERT F. WAG- 


operation with 
ployees in working out mutually 
satisfactory plans for collective 
bargaining, even though no ele- 
ment of restraint or coercion on 
the part of the employer inter- 
fered with the designation of the 
representatives of the employees 
or in the form of organization 
adopted. It would forbid em- 
ployers to “contribute financial 
or other support” to any organi- 
zation of his employees “which 
exists for the purpose in whole or 
in part of dealing with employers 
concerning grievances, labor dis- 
putes, rates of pay or 
hours of employment.” 

It is declared in the bill “to be 
the policy of the United States 
to provide for the general welfare 
by encouraging the practice of col- 
lective bargaining and by protect- 
ing the exercise of the worker of 
full freedom of association, self-or- 
ganization and designation of repre- 
sentatives of his own choosing for 
the purpose of negotiating the terms 


wages, 
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and conditions of his employment 
or other mutual aid or protection.” 
The protection of the worker in this 
full freedom is however limited by 
the bill to protection only against 
what are specifically set forth in 
Section 8 as prohibited unfair labor 
practices of the employer. 

Section 8 provides it shall be an 
unfair labor practice for an em- 
ployer to interfere with, restrain, or 
coerce employees in the formation 
of their organization and the selec- 
tion of their representatives, or to 
dominate or interfere with the for- 
mation or administration of any la- 
bor organization. On the other 
hand, there is no prohibition against 
these varied activities on the part 
of officers or agents of labor unions 
or of anyone who may want to un- 
dertake the task of organizing a 
group of employees for what he may 
get out of it. Since the passage of 
the NIRA many labor organizations 
have been formed by organizers, 
which the officers of the A. F. of L. 
class as communists. It is well 
known in other cases that organizers 
have been paid so much a head for 
securing members and that these or- 
ganizers abandon the union as soon 
as their task of getting additional 
members is accomplished. Should 
not the labor practices classed in 
the bill as unfair for an employer 
be equally unfair for an organizer 
working on a job at so much per 
head (some of which he may crack) 
for a communist agitator or a busi- 
ness agent or officers of any other 
labor union? 

Section 9 discriminates against 
employees who may not desire to 
join a particular labor organization 
by providing that , “representatives 
designated or selected for the pur- 
poses of collective bargaining by the 
majority of the employees in a unit 
appropriate for such purposes (as 
described by the NLRB) shall be 


the exclusive representatives of all 


the employees in such unit for the 
purposes of collective bargaining in 
respect to rates of pay, wages, hours 
of employment, or other basic con- 
ditions of employment.” By this 
provision these employees who do 
not desire to join the union, which 
a majority of the employees may 
have been coerced to join, are de- 
nied the full freedom of associa- 
tion, self-organization and designa- 
tion of representatives of their own 
choosing, for the purpose of nego- 
tiating the terms and conditions of 
their employment, which is declared 
in the bill to be the policy of the 
United States. 

Clause No. 3 of Section 8 for- 
bids the employer by discrimination 
in regard to hire or tenure of em- 
ployment or any term or condition of 
employment to encourage or discour- 
age membership in any labor or- 
ganization, “provided that nothing 
in this act (or any other statute or 
code or agreement) shall preclude 
an employer from making an agree- 
ment with a labor organization (not 
a company union) to require as a 
condition of employment member- 
ship therein, if such labor organiza- 
tion is the representative of the ma- 
jority of the employees.” 

The declaration that it shall be 
an unfair labor practice for an em- 
ployer only to coerce employees or 
to dominate or interfere with the 
formation or administration of their 
labor organizations or to encourage 
or discourage membership in any 
labor organization but that he must 
recognize as the exclusive repre- 
sentative of all employees those se- 
lected by a majority and that he 
may make an agreement with such 
an organization to require as a con- 
dition of employment membership 
therein, all combine to deliver those 
Industrial workers who do not care 
to join a particular labor union 
over to such coercive tactics as or- 
ganizers and business agents may 
employ and to establish a monopoly 
of employment whenever a labor or- 
ganization is able to secure by such 
tactics as they may employ a major- 
ity of the employees in any unit 
which the National Labor Relations 
Board shall decide to be “appro- 
priate for the purposes of collective 
bargaining.” 

In Section 2 the term “labor dis- 

(Continued on page 84) 
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By ROBERT PILGRIM 
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ONE HARDWARE WINDOW | 
FEATURED A BARGAIN TREE — 
A SPRUCE TREE TRIMMED WITH 

THE DAYS BARGHING, PRICES 

MARKED PLAINLY UPON EACH 

ARTICLE, A PLACARP READ: 
“TWE BARGAIN TREE NEVER 

BORE GETTER FRUIT THAN /T 

QOES TolARY™” 
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SENT IN BY 
FRANK FERRELL 
WHEELING, K/. VA. 
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GALESMEN WITH BECKER, INC., OF WHEELING, W. V8, DUCE GREATER 
SALES BY OPEMING CRIRLOGUES BEFORE PROSPECTIVE SEED CUSTIMERS. 
THEY FINO THAT THIS VISUAL METHOD” JOGS THE MEMORIES OF 
FORGETFUL CUSTOMERS, AND THAT THE ALLURING DISPLAY LEADS 
70 MANY NEW SALES THAT MIGHT NoT OMERWISE HAVE BEEN MADE 















ONE KENTUCKY MERCHANT GET6 A 
JUMP ON HIS COMPETITORS BY DISTRIBUTING \ ge LSED BY CUSTOMERS 70 CALL HIM WITHOUT EXPENSE. 
YARO STICKS JO ALL HQMES WHERE HIS \ AN INGEM/OUS ARRANGEMENT OF TME L996 OF THE 
DRIVER HAS NOTICED FURNITURE BEING \ WEEK AND ft CLOCK FACE ENABLED CUSTOMERS 70 WICAIE 






ONE HARDWARE SALESMAN 
OF BOSTON, MASS., HAS DEVISED A 
COMBINATION MAING AND BUSINESS CARD cia, 
WMCH, BEARING A BUSINESS REPLY MAILING LICENSE, COULD 












THE EXAC) TIME OF THE DESIRED CALL 














Hardware Age pays $1.00 for “Helpful Hints” accepted and printed on this page. 
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LYDE KELLY, former rep- 
C resentative to Congress, 
died recently in Pennsyl- 
vania. If it hadn’t been for Clyde 
Kelly, there would be no fair 
trade laws in effect today in five 
states (1), with similar legisla- 
tion awaiting the signatures of the 
governors in three other states 
(2). 
Clyde Kelly, a Republican from 
Pennsylvania, was elected to Con- 
gress in 1910. In 1917, he intro- 


y (1) California, New Jersey, Oregon, 
Washington, Wisconsin. 
(2) New York, Maryland, Iowa. 
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Fair trade laws have been enacted in five states, four 





of them since March, 1935. Similar legislation, known 


popularly as the “‘Junior Capper-Kelly Bill,” 


is await- 


ing gubernatorial signature in three other states. This 
article tells, for the first time, the inside story of the 
movement for state legislation on fair trade. 


duced into the House a bill “to 
protect trade mark owners, dis- 
tributors and the public against 
injurious and uneconomic prac- 
tices in the distribution of articles 
of standard quality under a distin- 
guishing trade mark, brand, or 
name.” 

Specifically, it permitted manu- 
facturers of trade-marked articles 
to protect their goods against 
price cutting by entering into con- 
tracts with distributors stipulating 
the prices below which such prod- 
ucts could not be sold. This bill 


he reintroduced exactly eleven 
times. Later, when Senator Cap- 
per, Republican from Kansas, in- 
troduced the identical legislation 
in the Senate, it became popularly 
known as “The Capper-Kelly 
bill.” 

In all the years that Clyde 
Kelly sponsored this type of legis- 
lation, it never reached the floor 
of the House until January 29, 
1931, when the question was put 
to a vote. Heavily amended, the 
measure was sent to the Senate. 
Here it was referred to the Com- 
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mittee on Interstate and Foreign 
Commerce, which found no time 
to consider it before the end of 
the session. 

That, in brief, marked the last 
stand of the Capper-Kelly bill in 
the halls of Congress. It was 
never again presented. 

The moment Congress relin- 
quished its interest in the Capper- 
Kelly bill, a measure virtually 
identical was introduced into the 
California state legislature. Be- 
cause the retailers are highly or- 
ganized in California, and have 
been for many years, the proposal 
(given the sentimental title of 
“Junior Capper-Kelly Bill”) was 
pushed through both houses with 
considerable speed. Shortly there- 
after, the Governor affixed his 
signature to it. 

Like the original Capper-Kelly 
bill, the California act made it 
possible for manufacturers to 
establish contracts with distribu- 
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tors, requiring the latter to sell the 
former’s merchandise only at stip- 
ulated prices. In practice, how- 
ever, a very serious flaw was re- 
vealed in the California statute. 
Dealers who refused to sign con- 
tracts blithely continued to sell 
nationally-known merchandise at 
deep cut prices. Even when man- 
ufacturers cut such merchants off 
their books, the price cutters suc- 
ceeded in obtaining the goods 
from sources outside the state. 

In order to plug up this hole in 
the law, an amendment was passed 
in 1933. This amendment reads: 
“Wilfully and knowingly adver- 
tising, offering for sale or selling 
any commodity at less than the 
price stipulated in any contract 
entered into pursuant to the pro- 
vision of Section 1 of this Act, 
whether the person so advertising, 
offering for sale or selling is or is 
not a party to such contract, is 
unfair competition and is action- 


able at the suit of any person 
damaged thereby.” 

Price cutters in the state were 
quick to bring this amendment 
to court, holding that it violates 
a constitutional right to require a 
merchant to abide by a contract 
that he has not signed. But the 


principle was sustained in two (3) 
(3) “Weco Products Co. vs. Sunset 
Cut Rate Drug Co., Jan. 24, 1934. Gen- 


eral Cigar Co. vs. The Drug Market, 
Sept. 18, 1934. 
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TEXT of the original piece of 
state fair trade legislation. It 
was enacted in California in 
1931. The amendment, Sec- 
tion 114, added in 1933, puts 
teeth into the statute. 


An act to protect trade mark owners, dis- 
tributors and the public against injurious and 
uneconomic practices in the distribution of 
articles of standard quality under a distin- 
guished trade mark, brand or name. 

The people of the State of California do 
enact as follows: 

SECTION 1. No contract relating to the 
sale or resale of a commodity which bears, 
or the label or content of which bears, the 
trade mark, brand, or name of the producer 
or owner of such commodity and which is in 
fair and open competition with commodities 
of the same general class produced by others 
shall be deemed in violation of any law of 
the State of California by reason of any of 
the following provisions which may be con- 
tained in such contract: 

1. That the buyer will not resell such com- 
modity except at the price stipulated by the 
vendor. 

2. That the vendee or producer require in 
delivery to whom he may resell such com- 
modity to agree that he will not, in turn, 
resell except at the price stipulated by such 
vendor or by such vendee. 

Such provisions in any contract shall be 
deemed to contain or imply conditions that 
such commodity may be resold without refer- 
ence to such agreement in the following 
cases: 

1. In closing out the owner’s stock for the 
purpose of discontinuing delivering any such 
commodity. 

2. When the goods are damaged or deteri- 
orated in quality, and notice is given to the 
public thereof. 

3. By any officer acting under the orders 
of any court. 

SECTION 1%. Wilfully and knowingly 
advertising, offering for sale or selling any 
commodity at less than the price stipulated 
in any contract entered into pursuant to the 
provision of Section 1 of this act, whether 
the person so advertising, offering for sale or 
selling is or is not a party to such contract, 
is unfair competition and is actionable at the 
suit of any person damaged thereby. 

SECTION 2. This act shall not apply 
to any contract or agreement between pro- 
ducers or between wholesalers or between 
retailers as to sale or resale pfices. 

SECTION 3. The following terms, as 
used in this act, are hereby defined as follows: 

“Producer” means grower, baker, maker, 
manufacturer or publisher. 

“Commodity” means any subject of com- 
merce. 

SECTION 4. If any provision of this act 
is declared unconstitutional it is the intent of 
the Legislature that the remaining portions 
thereof shall not be affected but that such 
remaining portions remain in full force and 
effect. 

SECTION 5. This act may be known 
and cited as the ‘‘Fair Trade Act.” 





of a series of three decisions and 
denied in the third case (4). 

Just as merchants throughout 
the country were preparing to fol- 
low the lead of their brethren in 
California, the National Recovery 
Act was passed and a new way of 
securing protection against preda- 
tory competition filled the minds 
of retailers everywhere. The de- 
sirability of obtaining fair trade 
legislation by state enactment was 
forgotten. The “small man” 
looked to the NRA to give him 
the kind of protection for which 
he had been clamoring for twenty 
years. 

But NRA codes, by and large, 
did not provide the price protec- 


(4) Factor vs. Kunsman, Oct. 18, 1933. 
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tion that retailers in all lines of 
business wanted. Except for the 
Retail Booksellers’ Code, which 
made it a code violation for a 
new book to be sold below the 
publisher’s advertised price for a 
period of six months after issue 
date, the closest the merchants got 
to realizing their wish was in the 
establishment of a so-called “loss 
limitation clause.” This clause 
made it illegal for merchandise to 
be sold below the cost to the dealer 
plus 10 per cent. There were vari- 
ations of this clause ir different 
codes, such as the establishment 
of a small minimum mark-up (6 
per cent) in the case of the Retail 
Grocery Code, but on the whole 
loss-limitation was all the protec- 
tion that the great body of retail- 
ers in all lines of business could 
expect from NRA. 

When the new series of state 
legislatures was scheduled to con- 


vene early in 1935, therefore, re- 
tailers once more decided to move 
for fair trade legislation along the 
lines that they had abandoned 
when the National Recovery Act 
was passed. 

Hundreds of letters were dis- 
patched to California asking that 
copies of that state’s Junior Cap- 
per-Kelly bill be forwarded, to- 
gether with any suggestions as to 
procedure in obtaining similar 
legislation in other states. By the 
time these suggestions were re- 
ceived, the merchants in 23 states 
(5) had organized themselves to 
procure this legislation without 
delay. 

Had it not been for the NRA, 
however, retail distributors would 

(5) Alabama, Arizona, Colorado, Con- 
necticut, Indiana, Iowa, Maryland, 
Minnesota, Montana, Nebraska, Ne- 
vada, New Jersey, New York, Okla- 
homa, Oregon, Pennsylvania, South 


Dakota, Texas, Utah, Washington, 
Wisconsin, Wyoming, Michigan. 
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In addition to the states on this chart, Michigan has introduced Fair Trade Legislation. 
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- have had considerable trouble in 


obtaining recognition for their 
cause. 

With the advent of NRA more 
than two years before, so much 
had been said about “wiping out 
vicious competition,” “helping the 
small man,” “eliminating preda- 
tory price cutting,” that, at last, 
the economic significance of these 
facts had finally infiltrated into 
the consciousness of both legisla- 
tors and the public. Accordingly, 
when Junior Capper-Kelly bills 
were introduced into the 23 states, 
one after the other, voters and 
legislators alike, for the first time 
in history, were actually aware of 
the need for removing from the 





TEXT of the “Junior Capper- 
Kelly Bill’ in New York State. 
This bill has been passed by 
the legislature and is now 
awaiting the governor’s signa- 
ture. 

AN ACT 


To protect trade mark owners, distrib- 
utors and the public against injurious and 
uneconomic practices in the distribution of 
articles on standard quality under a distin- 
guished trade mark, brand or name. 

The People of the State of New York, 
represented in Senate and Assembly, do 
enact as follows: 

Section 1. Subdivision 1. No contract 
relating to the sale or resale of a commod- 
ity which bears, or the label or content of 
which bears, the trade mark, brand, or name 
of the producer or owner of such commod- 
ity and which is in fair and open competi- 
tion with commodities of the same general 
class produced by others shall be deemed in 
violation of any law of the state of New 
York by reason of any of the following 
provisions which may be contained in such 
contract: ° 

(a) That the buyer will not resell such 
commodity except at the price stipulated by 
the vendor. : 
_ (b) That the vendee or producer require 
in delivery to whom he may resell such 
commodity to agree that he will not, in 
turn, resell except at the price stipulated 
by such vendor or by such vendee. 

2. Such provisions in any contract shall 
be deemed to contain or imply conditions 
that such commodity may be resold without 
reference to such agreement in the follow- 
ing cases: 

(a) In closing out the owner’s stock for 
the purpose of discontinuing delivering any 
such commodity. 

(b) When the goods are damaged or de- 
teriorated in quality, and notice is given to 
the public thereof. 

(c) By any officer acting under the orders 
of any court. 

§ 2. Wilfully and knowingly advertising, 
offering for sale or selling any commodity at 
less than the price stipulated in any contract 
entered into pursuant to the provision of 
section one of this act, whether the person 
so advertising, offering for sale or selling is 
or is not a party to such contract, is unfair 
competition and is actionable at the suit of 
any person damaged thereby. 

3. This act shall not apply to any con- 
tract or agreement between producers or 
between wholesalers or, between retailers as 
to sale or resale prices. 

§ 4. The following terms, as used in this 
act, are hereby defined as follows: ‘‘Pro- 
ducer’? means grower, baker, maker, manu- 
facturer or publisher. ‘Commodity’ means 
~ subject of commerce. 

5. If any provision of this act is de- 
clared unconstitutional it is the intent of 
the legislature that the remaining portions 
thereof shall not be affected but that such 
remaining portions remain in full force and 
effect. 

§ 6. This act shall take effect immediately. 
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realm of business those destruc- 
tive practices which can result 
only in bankruptcy and its con- 
comitant, unemployment. 

The 1935 drive for state fair 
trade acts was blessed with an- 
other fortuitous advantage. Pro- 
ponents of these measures were 
able to cite the California statute 
as precedent. A precedent, espe- 
cially when it has been proved 
successful, is usually a powerful 
influence on politicians. 


Il 

Early in March, Governor Hoff- 
man of New Jersey signed a 
“Junior Capper-Kelly bill,” the 
first since 1931. 

In April, the governors of two 
other states (Washington and Ore- 
gon) followed suit. 

Also in April, the legislatures 
of Arizona, Maryland, New York 
and Wisconsin voted to put state 
fair trade acts on the books. In 
Arizona, however, Governor 
Moeur vetoed the measure. 

On May 1, Gov. Philip La Fol- 
lette of Wisconsin put his signa- 
ture to the proposal, thus making 
Wisconsin the fifth state in the 
country to possess fair trade legis- 
lation. 

In New York, Governor Leh- 
man called a hearing for May 6. 
As this is written, he has not yet 
acted. 

In Maryland, although Gover- 
nor Nice assured retailers that he 
is favorably disposed to a Junior 
Capper-Kelly bill, nevertheless he 
is withholding his signature pend- 
ing Governor Lehman’s decision. 

The latest move occurred in 
Iowa early in May when both 
houses of the legislature voted 
favorably for a fair trade act. 
Observers believe that Governor 
Herring will sign the bill because 
of the facts that he is markedly 
pro-independent and has already 
signed a chain store tax measure. 

In the eight states (including 
Arizona) where legislatures, since 
the beginning of 1935, passed 
Junior Capper-Kelly bills, the 
legislation in every case is 
modeled on the California statute. 

In the fifteen other state legis- 
latures in which similar measures 
have been presented, with only 
three exceptions, the proposals al- 
so are modeled on the California 
law. 


The three exceptions, the cases 
of Texas, Missouri and Minnesota, 
are patterned on a proposal that 
is known as “The Fitch Plan.” 

The Fitch Plan is the product 
of a Mr. F. W. Fitch, a manufac- 
turer of shampoos in Des Moines. 
Iowa. 

Under the Fitch Plan, any man- 
ufacturer seeking stabilization of 
prices on his products would file 
his trade mark and resale prices 
with the secretary of state, and re- 
tailers would be prohibited by law 
from selling trade marked mer- 
chandise at any price not filed 
with the secretary of state. 

Mr. Fitch has pointed out that 
his plan possesses unique advan- 
tages over those of the California 
fair trade act, for under the Fitch 
Plan it would be necessary merely 
to file prices with the secretary of 
state, and it would not be required 
(as in the case of the California 
law) that the manufacturer make 
a contract with each retailer. 

From the standpoint of the man- 
ufacturer, the Fitch Plan is con- 
sidered preferable to the Califor- 
nia statute. 

In order to come under the 
California law, when it was first 
passed, manufacturers outside the 
state were obliged to set up a sep- 
arate corporation inside the state. 
This procedure, obviously, tis ex- 
pensive, particularly if the same 
law is passed in a number of other 
states, each requiring its own cor- 
poration. 

Despite this disadvantage to the 
manufacturers, retailers neverthe- 
less feel that it is better strategy 
to support a California-type of 
legislation, for the simple reason 
that this already includes a num- 
ber of court decisions to support 
it, whereas the Fitch Plan has no 
precedent to give it strength. 


iil 


Just when manufacturers were 
beginning to view with trepida- 
tion the increased trouble and ex- 
pense entailed in the passage of 
fair trade legislation in different, 
widely separated states, a whole- 
sale drug house in California, 
McKesson & Robbins, devised 
what is known as an omnibus 
price contract. Under this ar- 
rangement, the wholesaler himself 

(Continued on page 88) 
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HOMEWORKSHOP 
CONTEST 





ETWEEN 3500 and 4000 
B visitors viewed the exhibit 
of 500 projects entered in 
the amateur woodworking contest 
sponsored by the Retail Division 
of the Stebbins Hardware Co., 
Chicago. It was held in the 
Auditorium of the Engineering 
Bldg., in that city, on March 13, 
14 and 15. The exhibit was open 
to the public on each of the three 
days from noon until 10 p.m. 
Visitors were greatly impressed 
at the intricacy, skill and diversity 
of the craftwork displayed at the 
exhibition. 
The Stebbins Hardware Co., 
Van Buren at State St., Chicago’s 
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largest hardware store, is con- 
veniently located in the heart of 
the city’s “loop” or business dis- 
trict. For many years the firm 
has enjoyed an enviable reputa- 
tion for its ability to supply me- 
chanics and other such workers 
with tools of any desired size and 
type. While practically all local 
professional users of tools are 
well acquainted with the firm’s 
reputation as a source of supply 
for tools, some amateur tool users 
did not know that Stebbins was 
so well prepared to serve their 
requirements. 

With a view of better acquaint- 
ing the rapidly growing amateur 
class of tool users with the ser- 
vice that is so well known to Chi- 
cago’s professional users of tools, 
the store decided to stage a con- 
test for amateur woodworkers. 
Power tools have been handled by 
the firm for several years. Vol- 
ume in the line has steadily in- 
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creased and with the public’s in- 
terest in handicraft growing by 
leaps and bounds, the store be- 


came very enthusiastic about the 
home-workshop field. 

The first announcement of the 
contest appeared in local news- 
papers late last October. That 
the response was immediate is evi- 
denced by the fact that more than 
100 registrations were received 
following the first announcements. 
As the next step in the promo- 
tional campaign, letters inviting 
participation, accompanied — by 
circulars describing the event, and 
post card registration forms were 
mailed to 5000 woodworking ma- 
chinery prospects. From these 
names 1200 of the better prospects 
were selected, including those who 
had indicated their intention of 
entering a project. To this group 
the “Stebbins Contest News” was 
mailed twice monthly. The issues 
of the “News” were written in an 
intriguing manner, outlining the 
progress of the contest and main- 
taining interest by reporting the 
appointment of judges, describing 
the basis of judging and rules of 
the contest, as well as detailed de- 
scriptions of the prizes. It was 
emphasized that the contest was 
to run right through the winter so 
that contestants would have plenty 
of spare time to devote to their 
projects. 

Occasionally an attractive cir- 
cular, printed in colors, descrip- 
tive of the various machines, tools 





Capital prizes awarded at the Stebbins Homeworkshop Contest. Many addi- 
tional prizes were given. Above and left general view of the Stebbins Con- 
test display. 
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and supplies associated with 
handicraft was included with an 
issue of the “News.” This was 
the only specific advertising of 
merchandise occurring at any time 
during the contest. No merchan- 
dise sold by Stebbins was dis- 
played at the formal exhibit, nor 
was any attempt made to sell mer- 
chandise. Nevertheless, it is gen- 
erally felt that the publicity value 
of the many newspaper reports 
which were published concerning 
the contest, together with the 
widespread consumer interest it 
aroused, has thoroughly justified 
the time and money invested. 

About a month in advance of 
the exhibit those who had gone on 
record as desiring to enter the 
contest were asked to fill in and 
return a special post card stating 
when their project would be com- 
pleted and what floor space would 
be required for its display. 

Final instructions, as to when 
and where contestants should 
bring their projects were given on 
printed postal cards, which were 
mailed about two weeks before 
the exhibit was scheduled to open. 

There were no limitations as to 
the type of projects admissible 
for the contest, and either machine 
or hand tools could be used by 
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The_ publicity 
material and 
follow up on 
the contest. 


contestants in working out their 
projects. No registration fees 
were required nor were contes- 
tants required to make any pur- 
chase. Entries were judged on 
the following basis: workman- 
ship, 40 per cent; design, 20 per 
cent; finish, 20 per cent; utility, 
10 per cent, and ingenuity, 10 per 
cent. 

Capital prizes were: First Prize 
—Combination saw and jointer. 
Second Prize—Lathe. Third Prize 
—Drill press. Fourth Prize— 
Scroll saw. Fifth’ Prize—Planer. 
In addition to these grand prizes, 
ten more projects were chosen for 
honorable awards, and an addi- 
tional ninety were selected for 
special prizes which included 
carving tool sets, polishing heads, 
hand saws, turning chisel sets, 
drill sets, planes, presses, sharp- 
ening stones, hand drills and 
many others. 

The judges were men promi- 
nently identified in the teaching 
of industrial arts in Chicago 
schools, and included Edward J. 
Worst, director of industrial arts, 
Chicago schools; Sam _ Barth, 
woodshop instructor, Kelvin Park 
High School, and Leo Herdig, 
mechanical drawing instructor, 


Tilden Technical High School, 


stitute. 


and shop instructor at Lewis In- 
C. G. Soyland, general 
buyer for the Stebbins Hardware 
Co., was in general charge of the 
contest and exhibit. 











Chicago’s Leading Col- 
umnist Comments On The 
Stebbins Craft Work 
Exhibit 


Amateur Carpentry 


“The other day I visited an ex- 
hibit of amateur craft work, 
sponsored by a hardware dealer. 
I was amazed by what I saw. 

“Most of the things exhibited 
had been made by young people— 
many of whom have little equip- 
ment. One rather striking piece 
was submitted by a college girl, 
who had done all the work in her 
bedroom, using hardly anything 
more than a pocket knife and a 
can of glue. 

“In general, workmanship was 
on a higher plane than finish. 
Some contestants failed from lack 
of skill, some from plain laziness. 
Many pieces, impressive on the 
outside, were left raw on the in- 
side. 

“It was interesting to observe 
that work of intricate construc- 
tion and of small beauty or use 
was usually the product of the 
fingers of foreign-born. The na- 
tive contributions were more use- 
ful and more pleasing to the eye, 
though sometimes not go good 
technically. 


Reaction Against Ugliness 


“This show revealed the great 
possibilities of the home workshop, 
and it demonstrated to what an 
extent the younger generation is 
turning to the use of its hands. 
It seemed to me a symptom of re- 
action against the ugliness of the 
machine age, against the sin of 
‘getting by.’ Many hours of 
patient and loving care must have 
gone into the building and finish 
of the pieces shown. 

“The increase in homecraft has 
been phenomenal. The rise in 
sales of machinery and tools for 
home use has corresponded with 
the decline in general business. 
It may be that, with the return of 
better times, the interest in ama- 
teur mechanics will wane. I do 
not think so. I believe that with 
increased incomes there will be 
more money spent on tools and 
supplies. 

“The retreat to the basement 
has made greatest headway in the 
east. There, I am told, ‘hobby 
shops’ are springing up every- 
where—places where the amateur 
can get everything from a piece of 
Circassian walnut burl to a pack- 
age of tacks. 

“It is not beyond the possibili- 
ties that the hobby shop will alter 
the complexion of life more than 
all current economic theories com- 
bined.”—Howard Vincent O’Brien 
in the Chicago Daily News. 
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Price Cutting Must Be Abandoned 


Either by Voluntary Action or by Legislation 


action, abandon the practice 

of price cutting on trade- 
marked or identifiable items in or- 
der to create traffic and increase 
sales on less identifiable merchan- 
dise with a higher mark-up, legis- 
lation to protect both the manu- 
facturer and the consumer will be 
an absolute necessity. 

Opportunity has been given for 
retailers to correct this practice. 
Consumers are becoming increas- 
ingly conscious that they are being 
misled and that the loss on “pro- 
moted” items must be made up on 
the less known items. 

There is no rhyme or reason 
nor economic or social justifica- 
tion to the practice of taking a 
good seller—a recognized value— 
and cutting it merely to attract 
patronage. The attempts of re- 
tailers to ride upon the goodwill 
created by manufacturers have 
caused an economic waste in this 
country, for which there is no 
justification. 

There can be no doubt but that 
the practice of price cutting for 
promotional purposes is one of 
the major reasons why the retail- 
ing costs in American department 
stores are more than 30 per cent 
higher than they are in compara- 
ble stores in England. 

This form of promotion destroys 
consumer confidence in the genu- 
ine and legitimate price levels—it 
multiplies the average customer’s 
shopping time and consequently 
adds materially not only to the 
cost of retailing but creates an 
actual economic waste. 

It creates false values — and 
builds consumer resistance to the 
legitimate and actual price levels 
for consumer goods. If this prac- 
tice of price cutting for promo- 
tional purposes (not the passing 


l retailers do not, by voluntary 
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in the Public Interest 


By JAMES L. FRI* 


Managing Director, 
Toy Manufacturers of U. S. A. 
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on of legitimate savings because 
of efficiency in management) can 
be abandoned by the retailer vol- 
untarily, no legislation will be 
necessary. If it is not abandoned, 
and there is no evidence that it 
will be abandoned voluntarily, 
legislation will be an absolute 
necessity in the public interests. 

There can be no doubt but that 
voluntary action is more desirable 
than legislation. But the manu- 
facturer and the consumer must be 
protected from this practice of de- 
ception. The consumer price 
which the manufacturer suggests 
for his products is, on the average, 
as low as or lower than the price 
at which the retailer can afford to 
sell the merchandise and cover his 
legitimate cost of operation. 

In most cases there is no legiti- 
mate excuse for cutting these 
identifiable items far below this 
suggested price. Insofar as the 
cut represents the passing on of 
efficiency in retailing, the practice 
is legitimate, but you and I know 


that this is not the reason for price 
cutting. If it were so, then the 
mark-ups which stores are taking 
would be materially lower than 
they actually are. 

Buyers should get behind a very 
definite movement to eliminate de- 
ceptive price cutting. If this 
movement requires _ legislation, 
then buyers and retailers in gen- 
eral, to protect their own interests 
as well as those of consumers, 
should support such legislation. 

I want to make it plain that in 
my opinion, voluntary action is 
more desirable than legislation. 
But long experience demonstrates 
that legislation may be the only 
practical way to accomplish this 
necessary end. 

An extensive study which I have 
made over a wide group of indus- 
tries demonstrates conclusively 
price cutting is not to pass on 
efficiencies in operation but to gain 
a temporary advantage over com- 
petition—a “ride” on the good 
will and prestige of an identifiable 
item. 

The adherence to a reasonable 
consumer price by retailers, a 
price that covers the normal cost 
of distribution, cannot be consid- 
ered price fixing in any sense. It 
is simply an honest and intelligent 
spread of the costs of distribution 
to all items of merchandise rather 
than a deceptive spread of these 
costs, giving unidentifiable items 
the larger burden. 

Manufacturers and retailers are 
now interested in cooperating to 
cut down the costs of marketing 
goods. Manufacturers and retail- 
ers are opposed to any form of 
price fixing but we must develop 
and agree upon a program that 
will not cause one set of consum- 
ers to pay a higher mark-up in 
order that the identifiable items 
may be sold at a price below their 
actual consumer value. 
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A Ruhlmann Bros. window display of lamps and electric irons. 


Ruhlmann Bros. Increase 
pales by Demonstration 


REQUENT demonstrations, 
| hee a staff trained to talk 

and demonstrate gasoline 
pressure stoves and lamps and 
automatic electric irons make the 
cash register ring on these lines 
for Ruhlmann Bros. Hardware 
Co., Main St., Lockport, N. Y. 
Economical operation, conve- 
nience and women’s desire to 
“keep up with the Joneses” are all 
factors in the record of the Ruhl- 
mann store in merchandising these 
appliances. 

In 18 months 68 pressure gaso- 
line stoves were sold—although 
Lockport is in a natural gas area. 
The $99 and $117 models were 
the best sellers. Elwood Bradley, 
merchandise man for the store 
says, “For a long time we did not 
sell one high priced range be- 


cause we knew it would be im- — 
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Lockport, N. Y., hardware firm improves 


business in electric irons and gasoline 


pressure stoves in higher price brackets 


possible to do so; we were just 
lower price minded. A salesman 
(for the manufacturer), C. L. 
Williams and his wife, put on a 
baking and cooking demonstra- 
tion and that did the trick. Mr. 
Williams told us he was going to 
broil a three inch steak weighing 
eight pounds in one hour. This 
we could not believe—but the gas 
pressure stove broiled the steak. 
From that time on nothing could 
stop us and the selling of a high 
priced range is just an every day 
occurrence.” 

There is frequently a lighted 
gasoline stove on the floor demon- 


strating the type of flame it pro- 
duces. Sometimes a gasoline pres- 
sure stove is parked on the side- 
walk, at an angle, with a pail of 
water boiling on it, to attract at- 
tention to the range’s operating 
features. The store once placed 
a gasoline mantle on the burner 
of a range to show that the gas 
generated by the appliance for 
cooking may also be used for il- 
lumination purposes. 

Usually there is a stock of 20 
pressure gasoline ranges on dis- 
play in the rear of the store, as 
shown in the picture included 
with this story. This group is 
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; supplemented with window dis- 


plays and at times a large model 
is displayed in the front of the 
store, close to the door. 

It is not the policy of the store 
to “rush people” into buying 
stoves. Instead they are encour- 
aged to visit a local home which 
is known to have one of the units. 
Pride of ownership prompts the 
housewife to demonstrate rather 
thoroughly just how well pleased 
she is with her range. This in- 
creases the desire of the prospect 
to own one of the ranges. Other 
prospects are told of a gas station 
nearby which has one of the 
ranges in operation. 

To convince price minded cus- 
tomers that the difference in cost 
is for greater convenience and 
value, Ruhlmann’s store had two 
stoves (made to sell at a competi- 
tive price) as a means of compari- 
son. A demonstration on either 
of these stoves sold many pros- 
pects on the higher priced line. 
There were two customers who 
would not be sold on the compari- 
son test, so they were permitted to 
buy the price line models. Al- 
though these stoves had _ been 
bought at a retail store and had 
been used for demonstration and 
comparison many times the store 
made a profit on the ‘resale of 
these two models. 

Deferred payment plans help in 
merchandising ranges. The usual 


down payment is 10 per cent, 
though the payment depends on 
the amount of purchase. A 10 per 
cent charge is made as a carry- 
ing fee on the balance of the ac- 
count. 

Two or three steaks were cooked 
and made into sandwiches at the 
time of the last range demonstra- 
tion. At the next big demonstra- 
tion the store will also use the 
same manufacturer’s electric cof- 
fee makers, passing coffee out to 
customers and prospects. Local 
advertising invites people to the 
periodic demonstrations which are 
supplemented with window dis- 
plays and stuffers used in out- 
going parcels. 

Mr. Williams, the manufac- 
turer’s salesman, also held a night 
meeting to teach the entire staff 
how to sell automatic electric 
irons. In four months 18 of these 
automatic irons were sold. Fre- 
quent use of the demonstration out- 
fit in the show window and in the 
store itself has clinched many 
sales of this appliance. 

The display window, pictured. 
featuring irons and gasoline pres- 
sure lamps, together with a demon- 
stration unit was used for two 
weeks. 

Mr. Bradley says of the gaso- 
line pressure line, “We find a large 
field for gasoline appliances, such 
as water heaters, urn burners for 
restaurants, roadside stands and 





The Ruhlmann store in Lockport, N. Y., where demonstrations have improved 
the profit and volume on gasoline pressure stoves and electric irons. 
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barber shops. We maintain a 
service department and a service 
man, Clifford Connors, _ better 
known to our customers as ‘Dr. 
Coleman, who is well qualified 
to take care of any service prob- 
lems.” 

Demonstrations, easy terms, 
displays, the use of manufac- 
turer's dealer helps and_ the 
trained staff all tie up in building 
appliance business for Ruhlmann 
Bros. in its 100 by 20 foot store. 
which occupies three sales floors. 
Active merchandisers, the three 
Ruhlmann brothers use open dis- 
play tables, with ample room be- 
tween tables. They are assisted 
by five salesmen in catering to the 
needs of customers. 


A Good Collection 
Envelope 


A helpful collection envelope 
is used by C. B. Johnston & Son of 
Remington, Indiana, to collect 
from their credit customers each 
month. This envelope is slightly 
smaller than a regular letter-size 
envelope, so this can be slipped 
into it without being folded. The 
smaller envelope is addressed to 
C. B. Johnston & Son, Remington, 
Indiana. On the outside of the 
flap is printed “Our Story Is In- 
side.” 

On the inside surface of the 
large flap just below the gummed 
edge, is printed the following 
pointed but courteous collection 
letter: | 


“OUR INSIDE STORY 
PN 55:53 hoc dedducane 

One of our ideas about being in 
business is to be as helpful as we 
can to our customers, 

We help them plan their buying 
—help them get fair prices—and 
even help them pay their bills by 
sending them handy return en- 
velopes like this one. 

Won't you slip your check into 
this envelope to balance your ac- 
count and help us with our collec- 
tions? Thank You!” 


On the back of the envelope and 
under the flap when it is sealed, 
is printed a small ledger design 
headed “Memo Statement Of Your 
Account.” On the one line is 
“Balance Due” with a blank in 
which is filled the amount of the 
account in question. A cheerful 
red “Thank You!” is printed be- 


low this. 





The New London ship- M C) ial OC) 


vards where Henry 

Mono is a well known / 
visitor. Below: Henry 
chats with Captain 
Olesen. 








h | EW LONDON, CONN., old 

time whaling town and 

ocean port still retains its 
salty flavor, and Henry Mono, 
who with his brothers, J. A. and 
P. G., operate the hardware busi- 
ness of Eaton & Wilson, Bank 
Street, has kept the contacts with 
seagoing men begun by the 
founders. Sea Captains Eaton and 
Wilson established the business 
many years ago and when the 
Mono brothers came to it, they 
retained the well-known old name, 
but they did not lose sight of the 
necessity of becoming thoroughly 
familiar with the requirements of 
the ship yards, yachts and all 
water craft at New London. 

A morning spent visiting the 
Eaton & Wilson store reminded 
one of a small naval parade. 
Uniformed officers were coming 
and going every few minutes. 
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Knows His Mariners 


New London, Conn., hardware dealer has 
a salty knowledge of marine requirements 


Every one was informally friend- 
ly with “Henry.” At the ship 
yards and aboard the yachts of 
tycoons, everyone from deck hand 
to captain greets Henry with un- 
mistakable understanding. They 
know he is “salty.” Yachtsmen 
and the men in charge of their 
repairs and supplies are cus- 
tomers that cannot be handled in 
the usual way. Once you have 
demonstrated your ability to 
understand their needs you may 
have qualified yourself in one 
sense to supply merchandise to 
them, but that is only half of the 
story. You cannot high pressure 
or “sell” these men of the sea. 
It takes years of living with them, 
in a really honest-to-goodness, 
straight - shooting companionship 
—and then there is no selling, in 
the usual sense, to be done. 
Henry Mono visits the shipyard, 
as much to see and chat with his 
old cronies and the boys around 
the yards as much as anything 
else, and it is seldom that some- 
one doesn’t call, “Hey, Henry. 
send me a couple gallons of flat 
white, same as last time.” 

Casual visits to Captain Olesen 
or Steward Jones may result in a 
variety of orders, but you never 
hear Henry ask for business. It 
just isn’t done. It takes a long 
time to earn this rightful place 
in the estimation of the sea-going 
customers, but it’s worth it. 

The hardware stock of Eaton & 
Wilson includes a rather wider 
selection of paints and varnishes 
than is usually found in hardware 
stores today, because different 
yacht men have different prefer- 
ences for this or that paint. It is 
necessary, too, to carry special 
materials for sea conditions, and 
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these must be reliable. Frequent- 
ly the unexpected happens and a 
call comes from one of the boats 
for an item not in stock. Henry 
knows just where he can get it in 
24 hours. Such an_ instance 
came recently when a_ captain 
phoned for a_ telegraph key. 
Henry not only got it for him, but 
understood that it would be used 
for a flasher light and would have 
to be a heavy one. Perfect under- 
standing of these needs is one of 


the characteristics that help build 
a permanent and loyal acceptance 
of a hardware store handling 
marine supplies. 

Henry Mono is just the sort of 
fellow who can become a popular 
friend of seagoers. He is happy 
in disposition, never takes undue 
advantage of the friendliness 
accorded him aboard ship or 
ashore. When Henry pilots you 
around the various floating 

(Continued on page 72) 





The Eaton & Wilson delivery truck is a familiar part of the dock scenery. 
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Fred Crary is an expert swimmer and enthusiast. 
Here he is enjoying the waters of the pool with 


his “Boone companions.” 


OONE, IOWA, a town of 
B reresimanety 12,000 pop- 

ulation, enjoys a swimming 
pool, two baseball diamonds, an 
athletic field, football and track, 
a skating pond and tennis courts, 
due in part, at Jeast, to the untir- 
ing efforts of Fred W. Crary, 
hardware merchant of that town. 
The total cost of all these advan- 
tages was in the neighborhood of 
$30,000 and from a health stand- 
point as well as that of building 
and holding the neighborly spirit 


of the town and _ surrounding 


38 


countryside, it has been well worth 
the effort in Mr. Crary’s opinion. 

The same desires and deter- 
mination as were reported in the 
last issue of Harpware AcE, 
under the title “Blue Mound 
Strikes Up the Band,” were back 
of the pool building in Boone. 
Fred Crary is an_ enthusiastic 
swimmer and his constant re- 
minders of the need of a good 
swimming pool won him the good- 
natured reputation of being swim- 
ming pool crazy. But he stuck 
with it and enlisted the support 










This Town 


Fred Crary, hardware 
man, proves himself 
a community builder 


of the youngsters and open-minded 
parents. It all began ’way back 
in 1915 when Crary and his son 
John went to California on a visit 
to relatives. During the six weeks’ 
visit, Mr. Crary made use of the 
many excellent Pacific Coast 
pools and the ocean. Upon his 
return to Boone his enthusiasm for 
a pool in the home town broke 
loose. The nearest water was the 
Des Moines River, about three 
miles away, a treacherous stream 
with a shifting bottom, many holes 
and often muddy. Nearly every 
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year someone was drowned in that 
stream. 

The Boone Y.M.C.A. had a 
plunge, 12x24, so Crary joined 
the “Y” and took up the subject 
of swimming in a more advanced 
way. The secretary loaned him a 
little book “At Home in the 
Water” by Corson. He soon 
learned how little he really knew 
about swimming, although he had 
been enjoying the salt water of 
the Pacific and felt at home in it. 
Working in that little plunge three 
nights a week that fall and winter, 
he learned to breathe properly 
and, by spring, could swim in 
rough water half a mile. He was 
not yet a fast swimmer and there 
were many flaws that the expert 
could find in his stroke, but he 
could get through the water. 

Crary taught his children to 
swim and soon the Y.W.CA. asked 
him to take charge of a class one 
evening a week in the “Y” pool. 
Later the physical director of the 
high school suggested a team of 
boys to compete in the swimming 
races at the pool of the Iowa State 


The Boone, Iowa, Municipal Swimming Pool provides a 
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College at Ames, not with the sole 
idea of winning, but to make the 
people of Boone “swimming pool 
minded,” there being talk of 
building an addition to the high 
school and a chance to build the 
pool indoors at the same time. 

In the spring of °17 Mr. Crary 
was elected to the Park Board. 
That year, on the Fourth of July 
was held a celebration. In prep- 
aration for this, a small creek 
had been dammed up and a swim- 
ming hole made so that swimming 
races could be held. Boys from 
the “Y” participated and the pub- 
lic interest was aroused to such an 
extent that the campaign gol 
under way for a regular pool in 
Boone. 


The High School Pool 


In 1924 the high school addi- 
tion was built, including the in- 
door tile lined pool of modern 
design, but Crary continued to 
advocate the outdoor pool for 
summer, even going to the expense 
of having plans made. He then 
organized a class of business and 


professional men and the physical 
director at the high school taught 
them to swim. Then the Y.W.C.A. 
organized a class of ladies to be 
taught by Mr. Crary and _ his 
daughters. 

In 1921 the first outdoor pool 
in Boone County was built at 
Nicolet Park, on the banks of the 
Des Moines River. It was a fill 
and draw pool, 100 x 250 ft.. 
with sloping sides. It was not 
very well planned and had to be 
emptied and cleaned frequently. 
but it filled the need for the time. 
After the completion of the Nico- 
let and high school pools, drown- 
ings ceased in the locality around 
Boone. 

During the interim when the 
pool was closed following a fire. 
the boys and girls would hitch 
hike to Ames twelve miles away 
to swim in the Ames pool. Some 
went as far as Webster City. 
thirty miles distant. The situa- 
tion was one in which people 
realized the great need of a first 
class pool for Boone, therefore 


(Continued on page 73) 


Got a New Swimming Pool 





pleasant and safe playground for children as well as grown ups. 
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This five-room house costs $1,350, plus freight. The erection cost is $400 to $600. The price includes wiring and lighting 
fixtures, plumbing and plumbing fixtures, hardware and all other accessories. 
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A Five Room Steel House 
for $2000 ... 


OW-COST home construction 
L for the man with a small 
income is expected to give 
impetus to the building industry 
which has been painfully lagging 
during recent years. Many ex- 
periments have been conducted to 
devise ways and means of provid- 
ing the workingman with an at- 
tractive house, well insulated, fire- 
resistant and lightning and ver- 
min proof, the purchase price of 
which would fall within the scope 
of his modest budget. The Steelox 
Co., Chicago, has gone past the 
experimental stage, having per- 
fected its plans to the point where 
actual prices are named for vari- 
ous structures and the fabricated 
material is available. 

This is not the first steel house 
story to be published in Harp- 
waRE AGE, nor is this activity by 
Steelox the first development on 
steel housing. There have been 
entire summer bungalow colonies 
established on Long Island, in 
Ohio, Illinois, Wisconsin and 
other parts of the country, but in 
previous stories the developments 
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Pre-fabricated houses may revive building industry 

and may change part of the building hardware and 

supplies trend. Both developments are important 
to the retail trade 








‘6 DFQORTABLE house” is a phrase which served its day to 

indicate the box-like cottages and garages, quick and 
flimsy, by which many a sandy clearing in the pine woods has 
heen briefly settled. 

“Pre-fabricated house”’ is an entirely different creation, a 
luxuriant blossoming upon the plain stalk. Surely no one 
can object to the adoption of the new name. Manufacturers 
are falling over one another now to supply these factory-built 
mansions. 

It is an invitation to fancy, at any rate—whole cities shift- 
ing according to the season and conditions of employment, 
no home without open air and a garden plot, country roads 
lined with these easy and attractive living machines while a 
nation of nomads sings as it goes along, “Any old place I put 
down my pre-fabricated house is home, sweet home.” 

In practical terms, if some Henry Ford of pre-fabrication 
should begin stamping out homes in terms of low prices and 
large gross, it could mean slum clearance on such a scale as 
only the madmen have dreamed of. The idea has possi- 
bilities. ——-N. Y. World Telegram. 





were definitely experimental. To- 
day pre-fabricated steel houses are 
available and on the market. A 
New York department store has 


been selling such homes, complete 
with furniture and enough food 
for two days for a family of four. 


+ Reprinted from The Iron Age. 
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If this Steelox development is 
successful, other organizations 
will enter the field and steel hous- 
ing will become a definite factor 
in American housing practices. It 
will bring about some radical 
changes in the design of builders’ 
hardware and related building 
supplies, and may require special 
paints and special tools for erec- 
tion of the houses. Whatever 
transpires, a revised building in- 
dustry means new and profitable 
sales volume for the hardware 
trade. Hardware men will, there- 
fore, be wise to study the steel 
housing situation and watch its 
every development for possible 
effect on the hardware business. 

Steelox is offering a five-room 
steel house for $1,350 f.o.b. fac- 
tory. This price includes wiring 
and lighting fixtures, plumbing 
and plumbing fixtures, hardware 
and all other accessories. This 
house can be erected for $400 to 
$600, including insurance against 
structural failure and against 
damage from fire, lightning or 
windstorm. If the work should 
be done by the purchaser him- 
self, the erection cost would be 
considerably less. A suitable lot 
for the house would cost about 
$250. The entire investment in 
the house, ready for occupancy, 
would be around $2,000. 

It is anticipated that a buyer 
could finance a loan through a 
local bank or home loan company, 
in cooperation with the Federal 
Government, up to as high as 80 
per cent of the value of the house. 
Thus, the cash needed for the 
transaction would be limited to 
the cost of the lot plus the first 
down payment. The remainder 
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Cost of erection is low because all parts are factory cut. There is only one way 
in which the parts can be assembled, so no special training is necessary to fut 


the units together. 


could be paid as rent in monthly 
installments of $15 to $17. 

A one-car garage of all-steel 
construction can be secured from 
Steelox for $235 erected, or a two- 
car garage for $400. The man 
who wants to start a small busi- 
ness of his own can buy a filling 
station for $1,250, a two-car 
greasing station for $1,550, or a 
small store, shop or office build- 
ing for about $1,000. In each 
case the price includes cost of 
erection. For those who wish a 
week-end cottage or tourist’s cabin 
and garage combined, an all-steel 
structure can be secured for $500 
erected. 

Commercial buildings gcan be 
torn down and reassembled in 
another location, but houses are 
erected for permanency. Con- 
crete slabs usually form the foun- 
dation of the house, although 
other materials can be used or a 
basement can be included in the 





New type of modern house developed by the Berger Mfg. Co.. Canton, Ohio 
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plans. It is not essential to buy 
the entire house. Purchases can 
be confined to the walls, roof and 
incidental parts for construction, 
the remainder of the materials and 
furnishings being bought from 
local dealers. Walls and roofs 
are of interlocking, self-framing 
steel construction made out of 20- 
gage heavily galvanized Armco 
sheets. The unit for both walls 
and roof is a patented channel- 
shaped panel known as Steelox. 
The panel is 16 in. wide, 3 in. 
deep and of wall height. It has 
flanged sides so the flange of one 
panel slips into that of an adjoin- 
ing panel. The interlocked flanged 
sides serve as structural members 
16 in. apart. The panels are 
fastened in position with simple 
hook bolts, and a furring strip is 
attached to the flange for finish- 
ing interior walls. This serves as 
a nailing strip and also destroys 
thermal conductivity through the 
interlocked members. 

Since all steel ‘parts are factory 
cut, cost of erection is low. Parts 
can be assembled in only one way, 
no special training being neces- 
sary to fit the units together. An 
occasional coat of paint is all the 
maintenance work required for 
many years. The insulation and 
air spaces reduce heating expense 
to a low figure. Colors and deco- 
rative effects for commercial 
buildings are almost unlimited 
and can be built into the structure 
at the factory instead of being 
added at extra expense after the 
building is completed. Special 

(Continued on page 70) 
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Fifth prize in the Hardware Age 
Homeworkshop Window Display Con- 
test by George L. Carlson, for the 
American Ave. Hardware Co., Long 
Beach, Calif. It will do much to fur- 
ther the homeworkshop movement 
and to establish the hardware store 
as headquarters for homeworkshop 
craftsmen. Below: The sixth prize 
window from the Fabrit= Hardware 
Stores, Inc., Ottumwa, Iowa. An ex- 
cellent example of handling in a 
small space. 


Prize 
Winning 
Windows 


Fifth, Sixth and Seventh 
Prize awards in the Hard- 
ware Age Homeworkshop 
Contest. 


UCH comment upon the 

publication of the first 

four awards in the Harp- 
waRE Ace Homeworkshop Con- 
test inspires the showing of the 
next three runners up. As is the 
case with all the entries, much of 
the excellent window trimming 
is lost in the great reduction neces- 
sary in the photos. The windows 
showed some remarkable examples 
of homeworkshop craftsmanship 
and fine displays of hand and 


power tools. The response to the 
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contest was so great that we are 
sure that the homeworkshop move- 
ment will have received a great 





advance as a result. With the 
hardware stores of the United 
States and Canada presenting 





ee 


Seventh prize in the Hardware Age 

Homeworkshop Window Display Con- 

test by L. C. Andersen, for the A. A. 

Butter Co., Milwaukee, Wis. A very 

fine display that will help to make 

homeworkshops more _ popular in 
Milwaukee. 


these intriguing displays of power 
tools and showing the fine exam- 
ple of the work that can be done 
with them, the homeworkshop 
movement will gain a large share 
of the much discussed new leisure. 

One of the interesting facts that 
developed in this contest was that 
the sizes of the windows were no 
obstacle to window trimmers. 
Extremely large spaces reaching 
across the entire front of a store 
and the small windows of a few 
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feet width and depth were skill- 
fully handled. The card work and 
price ticketing were of a high or- 
der and took second place to no 
other type of retail store any- 
where. In many cases the news- 
paper advertising and store dis- 
plays were coordinated, resulting 
in accelerated volume. 

In addition to these contest 
windows and the original display 
suggestions we show in this issue, 
on this page, an interesting and 
timely window from the Steel 
Furniture and Hardware Co., Al- 
bany, Ga. E. E. McDonald says 











it greatly helped their business in 
lawn mowers, garden tools and 
kindred lines. The posters were 
enlarged from a Harpware AGE 
original window suggestion chart 
(Feb. 28). It indicates how accu- 
rately the display man can repro- 
duce these posters. This hardware 
firm states that they find Harp- 
WARE AGE suggestions very help- 
ful and believe hardware stores 
could improve their displays by 
using them. 


The lawn and garden equipment win- 
dow of the Steel Furniture and Hard- 
ware Co., Albany, Ga. Note the pos- 
ters from the easy drawing charts of 
the Hardware Age Original Sugges- 
tions. This window produced results. 
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Master Cutlery Man 


HE Union Pacific Railroad By SAUNDERS NORVELL him. He was a little, nervous. 


meanders from Kansas City 

across Kansas and finally 
arrives in Denver. When this road 
was built the government gave the 
railroad company a lot of land, 
in fact, every other mile on each 
side of the track. The builders 
therefore laid out the road in 
wide curves so as to make the dis- 
tance as long as possible from 
Kansas City to Denver, and, of 
course, by this method acquired 
more land. As the land was sold, 
they straightened out the road. 

Just west of Salina, Kansas, this 
railroad divides the town of Wil- 
son into two parts. The railroad 
station is just about the center of 
the town, at least that is the way 
it was a quarter of a century ago. 
Whether the town has grown on 
the south side or the north side of 
the track since then I do not know, 
so if any of the inhabitants of 
Wilson read this article they will 
understand that I am not writing 
about the present. (Population 
1038, according to 1930 Census— 
Ed.) 

The story I am about to tell 
happened a long time ago, and 
possibly most of the leading char- 
acters are dead and buried—peace 
to their ashes. On the south side 
of the tracks was a two-story 
brownstone hotel. The hotel was 
conducted by a stout German, his 
wife and their daughters. This old 
German was a good hotel keeper 
and a cheerful host. 

I had a good hardware account 
in Wilson and I called on this 
one hardware store and no one 
else. I never actually explored 
the town for business. By the 
way, have you noted that this 
word “explored” is now being 
used by all the diplomats? When- 
ever they have a meeting and dis- 
cuss a question somebody is sure 





(Epitor’s Note: The sales incident 
told in this article by Mr. Norvell took 
place about 40 years ago, when he 
was a salesman for the Simmons 
Hardware Co., St. Louis, Mo.) 


MAY 23, 1935 


to say that they just explored it. 


The lord keeper of the privy seal 


in Great Britain has just been to 
Berlin to “explore” the matter of 
the Germans arming their troops. 
Then he continued to Moscow, met 
Stalin and told him about his Ger- 
man “explorations.” So now trav- 
eling salesmen and sales managers 
have adopted the word “explore.” 
The sales manager says to his 
salesman: “Bill, have you thor- 
oughly explored Jonesville?” This 
means that Bill must explain 
whether he gets all of the business 
in Jonesville that Jonesville is ca- 
pable of giving. Sometimes it has 
been my experience that a thor- 
ough exploration of a salesman’s 
sales in various towns leads to 
exceedingly interesting informa- 
tion. But here I am wandering all 
around the lot as usual. What | 
meant to say in all the above is 
simply that I sold one hardware 
store in Wilson and then blew out 
of town as quickly as possible. 
As I called often at Wilson I got 
to know the German hotel keeper 
and his family very well. On one 
of my trips he said: “Pop Clau- 
sen wants to see you.” “Who is 
he?” I inquired. “What, you don’t 
know Pop Clausen,” said he. 
“Why he runs the largest general 
store in town. That’s his store on 
the corner just on the other side of 
the railroad track. Why haven’t 
you ever called on him?” “Well,” 
I replied, “I only sell So and So” 
(strange to say, I have forgotten 
the name of the hardware dealer 
I did sell). “That’s a great mis- 
take,” said the old German. “You 
know, Pop married one of my 
daughters. He sells a lot of hard- 
ware and cutlery. And, by the 
way, he is a crank on cutlery, and 
told me he wanted to see you.” 

I immediately went over to see 
“Pop.” How well I remember 


active, dried-up fellow who was 
all over the place at once. He 
had quite a large store and tucked 
away on one side was a line of 
housefurnishings and _ hardware. 
But the surprising thing was his 
showcase full of cutlery. He car- 
ried more cutlery than any hard- 
ware store in town, and his stock 
would have done credit to a store 
in a much larger city. “Well,” 
said Pop, “I know you come to 
town very often. How is it that 
you have never called on me be- 
fore? However, I have no trouble 
getting all the hardware I need 
from Kansas City, and up to the 
present I have been buying my 
cutlery from a New York im- 
porter who carries the Wosten- 
holme and Rogers lines. But now 
their salesman has quit calling. 
Knowing that your house carries 
both the Wostenholme and Rogers 
lines, I asked my father-in-law to 
send you over to see me the next 
time you were in town. Have you 
your cutlery trunks with you?” 
Now, brother salesmen, I must 
admit with blushes that I did not 
have those cutlery trunks with me. 
That week I was traveling light 
with a catalog and a celluloid col- 
lar. “Mein Gott,” cried Pop, “you 
are just like all the rest of these 
demned hardware salesmen. You 
expect to sell cutlery with the 
samples all stored at your head- 
quarters.” Pop was disappointed 
and mad, and I was ashamed. 
“T’Il tell you what I’ll do,” said I. 
“T’ll telegraph to Salina to have 
my trunks of cutlery samples 
shipped here at once. Then I’ll go 
west, work Hayes City and Ellis. 
and then come back and take your 
cutlery order. The trunks will be 
here by that time.” “All right.” 
said Pop. So I doubled up and 
down the line, and finally re- 
turned to Wilson. Sure enough. 
there were the two trunks in the 
station. I had them carted over to 
Pop’s store and opened up. He 
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moved some bolts of cloth off one 
of the counters and I laid out the 
cutlery rolls. 

Pop leaned over the samples of 
the Wostenholme line and rubbed 
his hands in satisfaction. “Ach,” 
said he, “what a line,” and picked 
out a four-blade stag-handled pen- 
knife. Without opening the blades 
he held it up to the light. “Just 
look at that knife,” he cried; 
“look at the shape, at the stag. 
It’s real, not imitation. Look at 
those rivets! Get your order book 
ready.” I got my book out, got 
set, and then a strange thing hap- 
pened. Without opening the blades 
of the knife, Pop said: “Put me 
down for one dozen No. 2763.” 
I looked at him, slipped my blade 
opener into the large blade, 
snapped it open, and by gosh! the 
number of the knife was 2763. 
Then Pop went up and down the 
whole line. He called off number 
after number without looking at 
the blades. As I took down the 
orders I stopped checking him 
back by opening the knives. I 
found after a few times that he 
was always right. “I'll bet,” I 
said to myself, “there is not a man 
in our cutlery department at home 
who can call off the number of 
every Wostenholme knife without 
making a mistake.” Once, I re- 
member, he opened the little blade 
of a knife, gazed at it through his 
thick glasses and said, “Fine, fine! 
What workmanship.” Then he 
turned to me and said: “Young 
fellow, do you know, if you wish 
to test a pocket knife, you should 
not look at the large blade, but 
always at the small blade. Every 
manufacturer knows that almost 
every buyer looks at the large 
blade, so he does a pretty good 
job on that. But if he wishes to 
skimp, he does it on the small 
blades, because they are seldom 
opened in buying and selling. 
Now, by jiminy, just look at this 
knife. The small blades are just 
as well made as the large ones. 
That is workmanship! That’s qual- 
ity! These are beautiful goods. 

“And now,” he continued, “we 
must have some Rogers knives 
too.” So he went up and down 
the Rogers line in the same way. 
He called off number after num- 
ber. I was surprised at the qual- 
ity of the goods he was buying. 
Some of those Rogers knives that 
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he bought in half dozen lots were 
worth as much as $36 a dozen. 
But there was one knife on which 
he broke a box. It was a solid 
pearl-handled knife with a sort of 
curved handle. It had one long. 
slim blade. It was a lovely knife. 
Pop just gazed at it and gloated. 
Now it happened that that knife 
was so beautiful that I even re- 
member its number to this day. If 
any of you have any Rogers 
knives in stock, look at the num- 
ber and see if I am right. It was 
No. 5008. What a knife! What 
a joy to look at! I have not seen 
one of these knives for forty years. 
Pop only bought a sixth of a 
dozen of these knives. The price 
was $48 a dozen. 


Cutlery by the Pound 


In buying the Wostenholme line 
Pop didn’t even ask the prices, 
but now he said: “I have been 
paying in New York $7.50 to the 
pound.” “What is that?” I tim- 
idly inquired. “You don’t buy 
knives by weight, do you?” Then 
how Pop laughed. “Mein Gott, 
son,” he said, “don’t you know 
anything about the pound ster- 
ling?” I admitted I didn’t. 
“Well,” he said, “on Wostenholme 
knives the pound is $10, and when 
you take 25 per cent off, which is 
my discount, that leaves you $7.50 
to the pound. That is the price I 
pay. Just put it that way on your 
order, and your Wostenholme 
buyer at headquarters will under- 
stand. And,” he added, “just 
write on your order for them to 
bill the Wostenholme knives that 
way.” 

Well, boys, you can just imag- 
ine my amazement at having a 
country storekeeper in a little 
town buy cutlery in this manner. 
I roughly figured that he had 
bought $500 worth of Wosten- 
holme and Rogers cutlery. Then 
he said: “Well, let’s see your 
American goods. I need some of 
them too.” He picked out a coco- 
bola one-blade knife with a crocus 
finish. He held this knife up and 
laughed. “What an idea,” he said, 
“to finish a cheap knife with a 
crocus blade and then etch it. Just 
look at this knife. Just for show. 
with all of its polishing and etch- 
ing, but note the shape of that 
blade. It is certainly a joke. But 
nevertheless these knives do sell. 


The boys like to come in and blow 
their breaths on the crocus finish. 
That tells them whether the steel 
is good or not.” So he bought 
some of these American knives. 
He didn’t know the numbers, 
but as he opened the blade he 
chuckled to himself. “Listen to 
that walk and talk,” he said. 
“What is that?” I inquired. He 
smiled and said: “That is what 
the cutlers call the sound when a 
blade is snapped open and shut. 
You can tell by the walk and talk 
how well the springs are work- 
ing.” 

Then he glanced in another roll 
where I had a few patterns of 
Swedish knives. He picked out a 
hunting knife with one of those 
round, barrel-like handles. He 
snapped a spring and the blade 
flew out. “That,” said he, “is one 
of the best hunting knives made. 
If you are in a pinch and can 
only use one hand, that knife is 
very handy. That Eskilstuna steel 
is wonderful stuff. That knife 
will hold an edge—and what an 
edge! I'll just take one-sixth of a 
dozen of four patterns of these 
Swedish knives.” 

“Ah,” he continued, “there is 
that Russell Barlow. I am glad I 
saw that. I need some of them.” 
As he said that, he held it up to 
the light. “That is a real knife. 
Of course, it is rough. But there 
is good steel in the blade of that 
knife and when it is properly 
sharpened it will hold an edge as 
well as any knife.” 

Next were shears. He went 
down the line, but made little 
comment. When we came to scis- 
sors, he picked out a few patterns. 
“These are all Belgian make,” he 
said. “Not so bad. But the real 
scissor makers are in France, and 
they have the good sense to put 
out their high-grade scissors in 
imitation leather scabbards. All 
good scissors should be sold with 
a scabbard. It is a great protec- 
tion.” 

That afternoon I opened up my 
catalog, my encyclopedia of all 
the hardware knowledge in the 
world, as I called it. Sitting on 
two nail kegs with the catalog on 
the counter, we turned through 
the book page by page. Now and 
then Pop rose from his keg to in- 
spect his stock. Leisurely I took 

(Continued on page 86) 


HARDWARE AGE 








gs Ir te 





blow 
nish. 
steel 
ught 
ives. 
bers, 
> he 
n to 
said. 

He 
what 
ena 
shut. 
talk 
‘ork- 


roll 
3 of 
ut a 
hose 
He 
lade 
one 
ade. 
can 
fe is 
steel 
nife 
t an 
of a 
hese 


e is 


nife. 
here 
that 
erly 
e as 


vent 
ittle 
scis- 
rns. 
’ he 
real 
and 
put 

in 
All 
vith 
tec- 


my 
all 
the 
on 
on 


and 


in- 
00k 


GE 


BAN I Se 


ns 


sae 


wads 





southeastern Association 
Asks Exclusion From NRA 


HARLES W. TRUITT, Com- 
merce, Ga., was unanimously 
reelected to head the South- 
eastern Retail Hardware and Imple- 
ment Association at the organiza- 
tion’s 2lst annual convention and 
exhibit, held in the City Auditorium, 
Atlanta, Ga., May 7 to 10 inclusive. 
Mr. Truitt, a former Georgia asso- 
ciation president, thereby becomes 
the first Southeastern president to 
succeed himself to a second term. 
H. M. Simmons, Atlanta, was re- 
elected to another term as secretary- 
treasurer of the Southeastern and 
affiliated State associations. Due to 
business reasons, John B. Greer, of 
Loudon, Tenn., first vice-president. 
declined to accept the presidency 
and asked that he and Peyton L. 
Yon, Tallahassee, Fla., the second 
vice-president, be allowed to swap 
places, thereby making Mr. Yon first 
vice-president. J. C. Brown, Hape- 
ville, Ga., third vice-president for the 
past year was reelected to that post, 
but asked to be relieved of his duties 
as chairman of the board of directors 
and Raymond Anderson, Anderson- 
Griff Hardware Co., Atlanta, was 
chosen as chairman of the board. 
It was understood that Atlanta 
would get the 1936 convention. 
Besides Mr. Anderson as chair- 
man, the following Board of Direc- 
tors was elected: For Alabama— 
A. S. Nelson, Walnut Grove, and Lon 
Grubbs, Eutaw; for Florida—Earl 
Lupfer, Kissimmee, and W. W. 
Shultz, Haines City; for Georgia— 
H. Kilpatrick, Thomaston, and R. A. 
Morris, Covington; for Tennessee— 
Hugh C. Ross, Jackson; and W. C. 
Waddell, Greenville. 
Officers of the affiliated State as- 
sociations were elected as follows: 
Florida—President, Ear] Lupfer, 
Kissimmee; vice-president, Fred 
Smith, Avon Park; executive com- 
mittee—R. W. Sims, Clearmont: 
Carrol Smith, Winter Haven; Henry 
Whitesell, Clearwater. 
Georgia—President, H. C. Tharpe, 
Dublin; vice-president, J. T. Hol- 
brook, Cornelia; executive commit- 
tee—C, P. Murray, Atlanta; and 
O. P. Stewart, Ashburn. 
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H. M. SIMMONS 


Secretary-Treasurer 
Southeastern Assn. 





T ennessee—President, Joe Wright, 
Sweetwater; vice-president, John D. 
Laminack, Crossville; executive com- 
mittee—Ira Taylor, Trenton; R. P. 
London, Jr., Johnson City; and 
H. W. Norton, Maryville. 

The first business session was 
called to order by President Truitt, 
on Tuesday afternoon. Following 
a song service led by Vice-president 





B. C. KICKLITER 


Retiring President 
Florida Assn. 


Brown and invocational by Secretary 
Simmons, visitors and guests were 
introduced and the usual committees 
were appointed. In a few brief re- 
marks, President Truitt reviewed 
the growth of the association during 
the past year and expressed con- 


PEYTON L. YON 
First Vice-President 
Southeastern Assn. 





CHAS. W. TRUITT 


Reelected President 
Southeastern Assn. 


fidence as to “a feeling that we are 
facing an era of better conditions 
than has prevailed in recent years.” 

John A. Hall, former New York 
realty executive and now an official 
of the Federal Housing Administra- 
tion, Washington, was introduced by 
Secretary Simmons, who urged mem- 
bers to study and apply the varied 
“opportunities of the F. H. A.” Mr. 
Hall described the F. H. A. as a 
made-to-order medium for increas- 
ing the sales of hardware, paints. 
roofing, electrical and plumbing fix- 
tures” of the better kind that con- 
form to governmental required qual- 
ity standards” and, by various fig- 
ures obtained from the F. H. A. 
Regional Headquarters in Atlanta. 
cited actual results that had accrued 
to dealers in the Southeastern 
States. 

Harold N. Cooledge, Atlanta paint 
manufacturer, speaking as a repre- 
sentative of the National Paint, Var- 
nish and Lacquer Association, de- 
clared the paint and varnish needs 
of this country today were about $10 
per capita, meaning, he said, that 
“this country is now a potential mar- 
ket for more than a billion dollars 
worth of painting products, or, to 
cite just one market, Atlanta alone 
offers a sales potential of approxi- 
mately $3,000,000.” The reason most 
dealers do not get more of this busi- 
ness, he said, “is that they prefer 
wearing out the seat of their pants 
instead of the soles of their shoes. 
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I don’t know just which costs the 
most, but I do know which pays the 
best dividends.” 

The Wednesday morning session 
was called to order by President H. 
Kilpatrick, Thomaston, president of 
the Georgia group, who introduced 
H. M. Swain, vice-president Irwin 
Auger Bit Mfg. Co., Wilmington. 
Ohio, who spoke on “Obligations of 
the Manufacturer and Retailer,” and 
L. E. Crandall, president Simmons 
Hardware Co., St. Louis, Mo., who 
spoke on “Team Work Will Win.” 

Mr. Swain spoke at length on the 
ethics of manufacturers relations to 
the wholesalers and dealers, con- 
tending that it was unfair and un- 
ethical for the manufacturer to build 
up his reputation and _ business 
through the help and sales efforts of 
the retailer and then, for the sake of 
temporary and doubtful profits on 
big orders, forsake them to supply 
his cut-price competitors with mer- 
chandise of equal value at lower 
prices, whether as standard or pri- 
vate brands. Following Mr. Swain’s 
address, resolutions were adopted 
calling upon “hardware retailers and 
wholesalers to jointly demand and 
insist upon fair play in manufac- 
turers’ pricing policies to remove the 
existing inequalities” and approving 
the Statement of Merchandising 
Policy recently adopted by the 
N. R. H. A. Board of Governors. 

At the conclusion of Mr. Swain’s 
address, Secretary Simmons intro- 
duced John Buxton, executive of the 
Federal Hardware Mutual Insurance 
Companies, Stevens Point, Wis., who 
received hearty applause by an- 
nouncing that: “Henceforth our 
companies will not accept insurance 
from hardware and implement deal- 
ers in the Southeastern States unless 
they are members of your associa- 
tion, either new or renewals. We 
feel that this policy will add 35 to 





H. C. THARPE 


President 
Georgia Assn. 


H. KILPATRICK 


Retiring President 
Georgia Assn. 


40 per cent to your membership dur- 
ing the next year.” 

Mr. Crandall appealed to dealers 
to reduce the overhead of jobbers by 
restricting their purchases to fewer 
jobbers. He pointed out that whole- 
salers were forced to carry on hand 
some 80,000 items as compared to 
about 10,000 for chain stores and 
that faster service on broken pack- 
ages is required by retailers than 
by chains on full packaged units. 
He explained that due to this alone 
packaging costs were ten times as 
great as would prevail under a more 
restricted buying system. 

Mr. Crandall declared merchants 
are “almost invariably price minded 
beyond their better interests,” stat- 
ing that in hundreds of inquiries he 
had made of dealers: “What can we 
do to help you?” the reply is almost 
without exception, “Give us a better 
price,” while not one would say, 
“Show us how to make more profit.” 
Take the guess out of buying, con- 
duct regular training for your sales 
force, regroup your goods to catch 
the “walk-in traffic” and concentrate 
on your better selling items, he said. 

Wednesday afternoon, Herbert P. 
Sheets, managing director N. R. 
H. A., Indianapolis, outlined the 
work of the National office and 
“What We Are Doing,” particularly 
in relation to the Southeastern asso- 
ciations and regarding NRA. “Im- 
practical theorists with a lot of fan- 
tastic ideas, whom you encounter on 
every hand in Washington, who have 
no knowledge of business or what it 
means to dig up a pay roll for 
Saturday, have made NRA not only 
unworkable but impossible,” asserted 
Mr. Sheets. He emphasized that his 
views were not meant as a reflection 
upon the entire New Deal program, 
but expressed a betief that “a serious 
political mistake” was made in con- 
tending for continuance of NRA 





D. E. BEASLEY 


Retiring President 
Tennessee Assn. 


“after its breakdown and utter fail- 
ure of purpose.” In a forum discus- 
sion, most dealers present signed up 
to help secure signatures of their 
local merchants in all lines to ask 
for NRA not to be extended beyond 
June 16. Wm. C. Waddell, Green- 
ville, Tenn., past president Tennessee 
and Southeastern _associations. 
summed up the consensus of dealer 
opinion on NRA by saying: “I don’t 
see how a small merchant anywhere. 
and especially in the smaller rural 
towns, can stick to the conflicting. 
confusing, multiple regulations of 
the NRA and live.” 

B. C. Kickliter, Florida president. 
presided Thursday. At the morning 
session, A. A. Uhalt, manager, dealer 
division, General Electric Co., Cleve- 
land, Ohio, presented a masterful 
array of charts and factual data 
showing reasons for his statement 
that 1935 offers sales opportunities 
hardly even dreamed of by many 
hardware and housewares appliance 
dealers, explaining just how “the de- 
sired cash register results may be 
attained.” 





JOE H. WRIGHT 


President 
Tennessee Assn. 


F. J. Nichols, director merchants 
service division National Cash Reg- 
ister Co., Dayton, Ohio, was pre- 
vented at the last minute from pre- 
senting a scheduled address on 
“Stepping Up Profit in 1935,” but 
was represented by an associate in 
the dealer service division, G. W. 
Sulley, whom Secretary Simmons in- 
troduced as a personal friend and 
former co-worker. Mr. Sulley de- 
clared, “people have more respect 
for the man who gets out after new 
ideas and applies them in his busi- 
ness. Business is better and people 
are going to buy more. Are you 
studying the things you need to buy 
and how to sell them to serve your 
public’s demand? People buy what 

(Continued on page 76) 
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‘Heres How 


Gadget 
shop 


Shows Customers How 
and W hy of Household 
Helps. 


NCE a word for describing 
QO something no one could 
definitely name, “gadget” 

is a term today associated with 
smaller kitchen utensils and other 
smaller items—usually products 
both novel and useful. In Cleve- 
land, Ohio, Miss L. V. Foxe capi- 
talizes on the word with her 
“Here’s How Gadget Shop,” in 





Close-up view of Miss Foxe’s “Gadget Shop” in The Euclid-105th Market, 


Cleveland, Ohio. Below: general view. 


the Euclid-105th Market. Her shop 
is but one of many booths in a 
large market, and is in no sense a 
hardware store—yet its idea and 
method of operation could and 
should be utilized in many hard- 
ware stores, in large and small 
towns or cities. 

In the “Gadget Shop” one sees 
dozens of kitchen needs and nov- 
elties as well as cocktail acces- 
sories and here and there a small 
bathroom accessory. Miss Foxe 
carries several hundred “gadgets,” 
yet has no set definition for the 
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term. Her shop is in effect a gift 
shop specializing in smaller items 
—but also includes such items as 
wax paper, which could never be 
considered as a “gadget.” 

The displays on the counters or 
table are supplemented by panel 
displays inside the booth. The dis- 
plays give the names of the “gad- 
gets” and their prices. Featuring 
merchandise ranging in price from 
10c to $1.50, with a few items 
higher in price, the booth is 9 by 
15 feet, and is topped by a ban- 
ner reading “Kitchen Gadgets 
‘Here’s How Gadget Shop.’ ” 

The possibilities of such a shop 
are almost unlimited, and _al- 
though there is little immediate 
replacement business on many of 
the items there is always the ques- 
tion of related itenis. Displaying 
these items is not difficult—Miss 
Foxe uses paper doilies under 
some of the items and groups 
more or less related items to- 
gether. When a customer says. 
“What's this?” she gives a very 
brief sales talk while demonstrat- 
ing the use of the product. 

Whether a customer is wealthy 
or in modest circumstances there 
are items there that have their ap- 
peal—for use in a buyer’s own 
home or for solving the problem 
of bridge prize selection. When 
new items arrive she writes, in her 

(Continued on page 72) 
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NRA Extension Meets Opposition 


Senate Leaders Favor Clark Resolution Which Would 
Continue the Present Status Only Until April 1, 1936 


(Washington Bureau of ilardware Age} 


DECIDED difference over 
A NRA legislation has de- 


veloped in Washington. Turn- 
ing against the administration two- 
year extension bill, Senate leaders 
have given their approval to the 
Clark resolution. The resolution 
would continue NRA only until April 
1, 1936, bar price fixing, except in 
mineral resource industries, remove 
Federal regulation of intrastate com- 
merce and authorize the President 
to review or have reviewed within 30 
days all codes and, if necessary, 
change their structure to comply 
with the resolution. Democratic Sen- 
aters at a conference in approving 
this resolution went directly against 
the White House which had urged 
its own bill. This bucking up of 
Congress has been given exceptional 
significance. For highly politically 
minded that Congress is, it had been 
the commonly expressed view that 
White House control would be re- 
gained with the passage of the $4,- 
880,000,000 works-relief fund, giving 
the President almost unlimited power 
as to its disposal. The President, how- 
ever, has assured the country every 
precaution possible will be taken to 
prevent the huge fund from becom- 
ing a political football. Thus the 
effort to remove patronage from fund 
allocations apparently lessened in- 
terest in administration measures. 
The administration, while ostensibly 
removing price fixing, except in 
natural resource industries, and Fed- 
eral regulation of intrastate com- 
merce, would give much _ wider 
powers in these respects than the 
Clark resolution. The administration 
bill, however, is favored generally by 
business and industry. Nevertheless 
it would give even greater powers to 
the President than now exist. In- 
creased powers would include au- 
thority to examine books and rec- 
ords of industry. It is provided that 
the President as a condition of his 
approval of a code may impose con- 
ditions “including requirements for 
the making of reports and the keep- 
ing of books and records and the 
examination thereof.” 
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Provisions to bar price fixing and 
Federal regulation of intrastate com- 
merce are also seen as being vague. 
They resolve themselves into a mat- 
ter of administration rather than 
legislation. Determination of what 
is and what is not price fixing or 
intrastate commerce cannot be re- 
duced to an exact science. Inevitably 
there will be continued conflict over 
the question, and its solution became 
a matter of discretionary power of 
NRA. 

There is undoubtedly a distinct 
move to remove price fixing, restric- 
tions on output and on new installa- 
tion, maintenance of resale prices, 
and abuse of retail merchandising 
through loss leaders and other de- 


vices. 


Consumers Object 


NRA has been subjected to a 
fierce barrage of criticism in increas- 
ing force from consumers because of 
mounting costs of living. Much of 
the fault lies with AAA rather than 
NRA, but the public is not discrimi- 
nating in its criticism and unques- 
tionably it has developed a growing 
hostility toward NRA. There is no 
doubt that this is also true of many 
within the administration itself. 
though obviously they are not ad- 
vertising the fact. There are those 
within the administration who think 
NRA largely has been a failure and 
that the best move would be to sim- 
plify the code structure and main- 
tain only the better features, such as 
wage and hours provisions and a few 
simple trade practices. Obviously, 
the collective bargaining section 
would be retained, for organized 
labor would vigorously insist upon 
its retention or even stronger labor 
legislation such as the Wagner labor 
disputes bill. Seeing these develop- 
ments, NRA is busily engaged in 
studying codes with a view to their 
revision, a revision that may be ex- 
tremely broad in some of the codes. 

Moves looking to revision of codes 
have been made known by Chairman 
Donald R. Richberg of NIRB. They 


are of course subject to changes as 


will be required by Congressional 
action, an action that remains an un- 
known quantity by reason of the dif- 
ference between the Senate and 
House leaders. 

Plans being made by NRA as out- 
lined by Mr. Richberg are: 

Elimination of industries engaged 
wholly in intrastate commerce or not 
“substantially affecting interstate 
commerce.” 

Resort to Federal Trade Commis- 
sion “cease and desist” orders to en- 
force all but major code violation to 
replace court action. It is likely this 
would mean expansion of FTC—even 
greater Federal bureaucracy — in 
order to expedite its work. 

Setting up a master code, subject 
to necessary amendments, to govern- 
ment a consolidation of minor in- 
dustries, perhaps those employing 
more than 10,000 workers. 

Blue Eagle to be retained but only 
as a symbol of compliance rather 
than being used as a punitive instru- 
ment and removed for both minor 
and major violations as is the present 
practice. It would be removed only 
for serious violations. The attempt 
to give a new significance to the Blue 
Eagle, now in almost complete dis- 
repute, was taken to be a tacit ad- 
mission that it is being little heeded 
with violations so common that many 
are passed over without getting any 
official notice whatsoever. Mr. Rich- 
berg, however, said, “The new Blue 
Eagle would stand for cooperation 
as a whole.” 

At press time we have the follow- 
ing additional news regarding NRA 
extension: “Senate passed Clark reso- 
lution extending Recovery Act only 
till April 1, 1936, while House leaders 
insist they will support administration 
two year extension measure. It looks 
like a deadlock. Senate leaders say 
they will not yield. Despite pressure 
of administration forces it is believed 
they will accept Clark resolution or 
that a compromise more favorable to 
Senate than to House will be effected. 
The Clark resolution is viewed by 
business interests which are support- 
ing administration bill as death blow 
to NRA. Meanwhile the United States 
Supreme Court has before it the 
Schecter Poultry Case as a test of 
NRA’s constitutionality. The decision 
may be handed down before the court 
recesses on June 3. On the basis of 
court action, the next Congress which 
meets in January would consider fur- 
ther NRA _ legislation, although op- 
ponents of the Clark resolution is 


pressed out that any further legisla- 
tion would be enacted.” 
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One end NRA seeks in its work 
of revamping codes is to simplify 
them. The job is a tremendous one 
and has so many ramifications and 
complications that where it will end 
cannot be known. 

One of the stumbling blocks 
NIRB inevitably faces, assuming 
NRA is continued, will be definition 
of intrastate commerce. This will be 
an even more difficult task than defi- 
nition of price fixing. Mr. Rich- 
berg’s idea of interstate commerce 
clearly is much broader than the 
average legal concept— and much 
broader too than the judicial con- 
cepts, judging from the blows court 
decisions have given NRA as to its 
constitutionality. A clearer and final 
conception is expected in the pend- 
ing Supreme Court decision in the 
Schechter poultry case. It may mean 
an end of NRA. But NIRB is even 
preparing for the worst from this 
direction. An adverse decision, how- 
ever, might leave so little in NRA’s 
legal jurisdiction as to make NRA 
wholly unattractive to business and 
industry. 

There is no doubt that the retail 
hardware trade would continue to be 
codified if the Richberg view is cor- 
rect. For his idea, as stated to Harp- 
warE AcE, is that there is no ques- 
tion that a large body of retail 
operation is interstate or affects in- 
terstate commerce. Mr. Richberg 
cited chain stores as an example of 
retail interstate trade. He declared, 
however, that it is not possible to 
draw an exact line. Asked how it 
would be determined whether an in- 
dustry is engaged in interstate com- 
merce, Mr. Richberg said each case 
will have to be decided individually. 

“The question never will be set- 
tled,” he said. “That which is today 
clearly interstate commerce was not 
interstate commerce yesterday. That 
which today is not interstate com- 
merce will be tomorrow. It is a 
moving question. 

“The NRA is rapidly taking shape 
on the assumption that there will be 
an extension of the law,” Mr. Rich- 
berg said. “If Congress passes the 
bill as late as June 1, code revision 
will be a tremendous job. We can 
only assume extension of the law and 
go ahead on that basis now.” 

Implication of still broader Gov- 
ernment control over code operation 
was seen in discussion by Mr. Rich- 
berg of code enforcement. 

“We must draw a line between 
self-governing activities and compul- 
sory activities, which can be carried 
on only by public officials,” said Mr. 
Richberg. “There is every reason to 
encourage trade associations to carry 
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on private activities, but all public 
control must be in the hands of pub- 
lic officials. Prosecutions for viola- 
tion must be conducted exclusively 
by the Federal Government.” 

Going further, Mr. Richberg criti- 
cized the term “code authority,” 
which he said is a misnomer. Groups 
should be called “code committees,” 
he said. 

“The present term,” Mr. Richberg 
declared, “assumes compulsion, which 
should be a Government function.” 

Clearly there is a growing senti- 
ment within Government sources that 
so-called code authorities ought to 
be made up of Government officials 
either entirely or to a point of 
dominance. Then, too, organized 
labor is increasingly urging repre- 
sentation on all code authorities. 


This trend is not without its ironic 
phase. For business and industry, 
either naively or otherwise, is urging 
greater self-control of code opera- 
tion. It is of course true that once a 
Government organization is set up it 
not only seeks permanency, even 
though started as an “emergency” 
bureau, but it also seeks and gener- 
ally takes greater control over busi- 
ness and industry. To imagine it 
will do otherwise if NRA is con- 
tinued under the administration bill 
is futile. Under the Clark resolution, 
NRA would be only a stop-gap to 
see what the courts may do about it. 
And it is also evident many sup- 
porters of the Clark resolution are 
in favoring of administering chloro- 
form to NRA and permitting it to 
die painlessly. i 


Effective Display for Small Items 


N every retail hardware stock 

are many “bread and butter” 
items which seldom are given any 
particular display, either in the 
store or in the windows. Nagell 
Hardware Co., Minneapolis, 
Minn., has a novel and effective 
plan for correcting this situation. 
The three carded displays, shown 
in the photograph herewith, are 
placed on top of the fixtures in 
units of three. Colored corru- 


gated cardboard is used _ for 
mounting. The square in the cen- 
ter is orange colored and the two 
smaller tilted squares are of green 
cardboard. The side pieces are 


about 21% ft. square and the cen- 
ter piece is about 3 ft. square. 
The size of these units and the 
number to be used in any given 
store would, of course, vary with 
the amount of available display 
space in that store. 

With the merchandise mounted 
on such brilliantly colored back- 
grounds the goods are sure to be 
seen and, in addition, this idea 
gives the hardware store the much 
needed effect of some bright col- 
ors. General manager A. L. Davis 
is responsible for this idea and 
has been using it profitably for 
several years. 











Swank’s (Johnstown, Pa.) 
make outstanding dis- 
plays of their Chinaware. 


WANK HARDWARE CO., 


Johnstown, Pa., does a year 


"round business in china- 
ware, eliminating patterns or 


qualities that do not move quickly, 
varying the display space accord- 
ing to the season of the year and 
featuring it in advertising space, 
and in show windows. With a 
stock of approximately $5000 on 
hand most of the time, Swank’s 
finds it desirable to closely 
watch buying trends and spending 
capacity. On their stock of hotel 
wares they enjoy three turnovers 
a year, domestic sets turnover 
twice a year and imported wares 
turnover less than once a year— 
so they concentrate on domestic 
lines. 

Robert J. Glock says of china- 
ware merchandising in the store, 
“When opening a new pattern we 
usually buy the same pattern in 
32 and 53 piece sets, supplement- 
ing them with a few extra tea 
cups, saucers, gravy boats, sugar 
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and creamers. If the sale of these 
sets proves satisfactory we then 
place sets in open stock and make 
up minimum stock quantities of 
the more widely used pieces of 
about six dozen egch. At the same 
time we continue 32 and 53 piece 
sets and add 95 piece sets. Our 
sets are priced 16 pieces or 
(breakfast set), from $1.00 up: 
32 piece sets $3.95 up. 

“For each sale we use a store 
order form, a copy of which is 
filed under each pattern. This 
form contains the name and ad- 
dress of the customer, enabling us 
to write our customer informing 
her that we are discontinuing a 
pattern—or for indicating that we 
are selling it at a reduced price. 
This enables us to closeout the 
pattern with little loss and relieves 
us of the annoyance of informing 
the customer at a later date that 
her pattern has been discontinued. 
After the discontinuance of a pat- 
tern, we allow the customer a rea- 





sonable time to purchase. After 
that the remainder is put on a bar- 
gain table to be sold at 5 cents for 
the small pieces and at a price 
not exceeding $1.00 for the larger 
pieces such as casseroles, etc. 
“We have been enjoying a good 
volume in hotel and restaurant 
wares which has resolved itself to 
six numbers. We stock cups, 
saucers, four and five inch plates, 
eight and nine inch dinner plates, 
four inch fruits, compartment 
plates, coupe soups and soup 
bowls. The remainder is taken 
on special orders only. This class 
of merchandise we stock in four 
types—plain white and green line 
decorated in Syracuse vitrified 
china and cable white in the light 
and heavy weights. We have on 
display about 15 samples of pat- 
terns that the customer can order.” 
Although chinaware sales are 
not as heavy as they were, Mr. 
Glock says, “We believe that there 
will again be a time when people 
will appreciate having a table set 
with a pattern that matches and 
will again be the source for these 
people when ‘free spending’ is in 
vogue. We will never merchan- 
dise in job or cull lots, but will 
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a Year in Chinaware Because 


“Y | Stock Fast Movers 





be content to worry along with 
smaller sales volume until that 
time comes. It is our opinion 
that the day of stocking imported 
wares is past. There are so many 
domestic imitations that are very 
excellent, at half the price. And 
people who can afford these im- 
ported patterns frequently go to 
the larger cities to make their 
purchases.” 

Speaking of displays and adver- 
tising, Mr. Glock says, “Our pres- 
ent china department occupies 28 


ft. of wall space and 400 sq. ft. 
of floor space with china on open 
display tables. During the months 
of October, November and De- 
cember the floor space, for this 
department is doubled, the other 
months of the year space remains 
intact. Window displays are 
featured during the entire months 
of May, June, October, November 
and December, during which 
months we also make liberal use 
of newspaper space.” 

Swank’s displays of chinaware 


are neat and of a quality that any 
store could well be proud. Wall 
case displays are in mirror backed 
cabinets. On the tables are a 
wide variety of pieces in various 
patterns—some flat as if in use, 
others on display racks, with 
prices of sets plainly indicated. 
The picture of several long tables 
of chinaware displays shows some 
of the many attractive pieces of- 
fered by Swank’s. Decorative 
lamps add to the appearance of 
the tables. Where the tables are 
divided between chinaware and 
other merchandise, the other lines 
are related. 

When the Christmas promo- 
tional four page newspaper size 
broadside was issued last year al- 
most one-quarter of the front page 
was devoted to chinaware, sets in 
a wide variety of prices being fea- 
tured. The illustration was of ac- 
tual patterns offered by Swank’s. 





Open display is effective at Swank’s. Constant elimination of slow moving items keeps the stock healthy. 


MAY 23, 1935 


53 





THE ONLY SOLUTION 


Cuicaco, Itt.—We do not handle 
ammunition of any kind, conse- 
quently that part of your article does 
not interest us. In reference to wire 
cloth we realize as much as anyone 
the deplorable condition in which 
the market is and we cannot pos- 
sibly see any correction program 
excepting the one you suggest in 
your editorial, namely, organization. 

Our experience in handling wire 
cloth a year or two ago was a very 
unsatisfactory one and for that rea- 
son we are gradually withdrawing 
from the handling of this product 
entirely. 

If the industry fails to recognize 
the value of the wholesale distribu- 
tor in this field their principal outlet 
will eventually be the mail order 
houses and by doing so they will 
eventually take out of circulation 
entirely the independent merchant. 


AnToN JoHNnson, Pres., 
L. Gould & Company. 


For PROPORTIONATE 


SALES 

Cincinnati, Onto — Relative to 
your editorial on ammunition and 
wire cloth, advise that we are for 
anything that would put these lines 
on a satisfactory basis. 

It is the writer’s opinion that the 
only way this business may be set- 
tled is for the three producers to 
accept as their share of total busi- 
ness that portion they now have and 
as it increases or decreases, hold the 
proportion as is. 

One way the two who get their 
business through regular hardware 
channels could reduce their price 
would be the elimination of mis- 
sionary men. 

There are great arguments in 
favor of advertising but the increase 
in sales by chains and mail order 
houses on these lines not advertised 
makes one wonder if a portion of 
the advertising on these lines 
charged to their overhead could not 
be dispensed with. 

H. C. Miter, Vice-President, 
The Kruse Hardware Company. 


SPLENDID AND TIMELY 

NASHVILLE, TENN.—I was certain- 
ly glad to read your splendid and 
timely editorial in the Feb. 14 issue 
of Harpware AcE on the ammuni- 
tion and wire cloth situation. 

On Jan. 16 we addressed letters 
to both President Stratton of the 
National Wholesale Hardware Asso- 
ciation and Mr. McAlister, Secre- 
tary of the Southern Jobbers 
Association in reference to the am- 
munition situation urging that the 
membership of both associations use 
their influence with the ammunition 
industry to settle their differences 
and agree on some definite policy of 
distribution that will insure a fair 
margin of profit to both wholesaler 
and retailer, and eliminate the pos- 
sibility of future price wars. 

At the time we wrote President 
Stratton of the National Association 
and Secretary McAlister of the 
Southern Association, we addressed 
a letter to our ammunition source 
of supply expressing our disgust 
over the ammunition situation and 
surprise at the apparent inability of 
the two dominating factors to “bury 
the hatchet” and deal harmoniously 
for the best interests of all con- 
cerned. 

The wire cloth situation likewise 
needs correction, but at present let 
us concentrate our, efforts on the 
ammunition fight and restore it to 
its proper place in the hardware 
field. 

Wn. C. Weaver, Pres., 
McWhorter, Weaver & Company. 


Very Goop 


Penns Grove, N. J.—Have read 
“Ammunition and Wire Cloth,” an 
editorial, dated Feb. 14 in your 
paper. I hasten to assure you that 
the ammunition and wire cloth situ- 
ation has been anything but pleasant 
to the jobber for the past several 
years. 

At the present time, however, the 
ammunition business as per recent 
set-up of resale prices suggested by 
the ammunition companies are much 
more interesting or at least make 
the jobbing of ammunition a much 





more interesting proposition pro- 
viding the jobbers will adhere to 
the resale prices suggested by the 
manufacturer, as the price now set 
up by them is much better than we 
have even enjoyed. 

As to the wire cloth situation, I 
would state that in my opinion your 
suggestion as to the forming of a 
committee to wait on these manu- 
facturers is very good, and it is to 
be hoped that some good may come 
out of such a committee. Surely 
the good sense of the wire cloth 
manufacturers can be appealed to. 
We do not believe the wire cloth 
manufacturers want to sell to the 
retailers direct, but they are heading 
in that general direction because we 
for one intend to drop the sale of 
any commodity that does not show 
us some margin or at least allow us 
to break even. 

We cannot too strongly urge that 
a very representative committee from 
both the National and Southern 
Wholesale Associations be appointed 
to wait on the wire cloth as well as 
the ammunition people. 

R. F. Wiuis, President, 
R. F. Willis & Brother. 


A MANUFACTURER’S 


VIEW 


Fitcusurc, Mass.—I have read 
your recent editorial about ammuni- 
tion and wire cloth, and I am of 
the opinion that there are other 
lines of so-called seasonable goods 
that are subjected to these seasonal 
assaults to bring about price de- 
cline so that not only are large dis- 
tributors compelled to offer these 
as “Loss Leaders” to their disgust, 
but the prices that some goods fall 
to are such that the rank and file 
of jobbers take no interest in push- 
ing the sale. In other words, with 
such conditions existing it gets down 
more or less to the very large dis- 
tributors fighting among themselves 
for business, and of course without 
a proper profit or maybe sometimes 
goods sold at an actual loss. 

Is the jobber to blame or are the 
manufacturers? Maybe both. Your 
suggestion of a get together is very 
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good, but would it partake of lock- 
ing the stable after the horse was 
gone? 

It seems to me the harm is done 
in lesser or greater degree each year 
before jobbers and manufacturers 
realize it. In addition to the two 
items you mention, the low priced 
rifle I believe is another commodity 
that jobbers could say something 
about. This isn’t a particularly sea- 
sonable item either. 


Frank I. Ciark, Sales Mgr., 
Iver Johnson’s Arms & Cycle Works. 


COMMENDABLE 


Battimore, Mp.—We are a very 
small hardware jobbing concern but 
we take the liberty of expressing 
the views of a very small jobber on 
your editorial regarding ammunition 
and wire cloth. 

Your plan for cooperative com- 
mittees of the hardware associations 
and manufacturers of various prod- 
ucts is a very commendable one. 
We believe that the services of such 
committees can make very valuable 
use of their time in both the am- 
munition and the screen cloth lines. 
No doubt other committees in the 
future could accomplish very impor- 
tant results in other lines such as 
poultry netting, window screens and 
doors, roofing materials, etc. We 
believe that the present ammunition 
set-up as prescribed by the manu- 
facturer is the most excellent ar- 
rangement that has so far been had 
in the sale of ammunition and is 
only defective so far as the human 
element is defective. 

We have the small jobbers’ view- 
point that a jobber should in all 
cases be treated as a jobber, and 
the prices to him on such commodi- 
ties as ammunition should be the 
same regardless of his size. It is 
when the manufacturer creates a 
differential in price between jobbers 
of various sizes that the greatest 
damage is done to any industry, as 
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the large jobber immediately gives 
away his preferred discount to 
secure more and larger business, 
which price the small jobber must 
immediately meet by reducing his 
legitimate profit and thereby the so- 
called “cat fight” begins. 

There are some items which are 
strictly hardware items that have 
practically been eliminated from the 
hardware jobbers’ stock in our im- 
mediate locality. Roofing materials 
have become almost entirely a 
wholesale grocery item; razor blades 
are sold by the tobacco houses with 
the drug houses as a close second; 
flashlights and batteries are about 
evenly distributed between the hard- 
ware and drug houses; and we could 
go down the line and name numer- 
ous items that cease to be hardware 
items because the business in the 
particular items has become ab- 
sorbed by some other industry. 

If comniittees can be formed from 
the various hardware associations 
who can, by pressure and persua- 
sion, confine the sale of hardware 
items to the hardware jobbers and 
retailers, you will be making great 
strides toward the salvation of a fast 
waning business. 


Daniet Hope, Secretary, 
The Galloway-James Co. 


VERY PERTINENT 


KnoxviLte, Tenn.— Your edi- 
torial in the current issue of the 
Harpwake AGE is very pertinent and 
interesting, and your suggestions are 
worthy of serious consideration by 
all the parties concerned. 


Certainly something needs to be 
done to correct the present situation 
which seems to grow steadily worse 
over the years, instead of better, 
and reflects no credit on the wisdom 
or business management of the 
parties interested. 

We long for the day when some 
constructive leadership shall appear 
in the marketing of these two im- 
portant lines of merchandise. 

F. E. Lowe, Treas. & Gen. Mgr., 

House-Hasson Hardware Co. 


T he Mail Order Houses 


Cuicaco, ILtt.—yYour suggestion 
that the two large hardware Whole- 
salers Associations appoint commit- 
tees for a joint discussion with a 
committee of ammunition manufac- 
turers with the view of securing a 
better understanding in the distri- 
bution of this important line meets 
with our approval. 

However, as the mail order houses 
are a big factor in the distribution 
of ammunition, at least to the extent 
of setting the retail price pace, this 
important industry cannot be ig- 
nored, and if such a meeting as 
suggested is ever called, they, too. 
should be invited to attend. 

After all, to our way of thinking, 
they were at the bottom of past 
price wars amongst wholesalers who 
were trying to protect their retailers 
so that they could compete with 
mail order houses. 

C. G. Bartu, Vice President, 
Rehm Hardware Company. 
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N.R.H.A. Congress at Detroit Will Study Competition 
From Government, Consumers’ Cooperatives and Chains 


Thirty-sixth annual meeting will be at Statler Hotel, 


Detroit, Mich., June 17 to 20, 1935. 


The thirty-sixth annual 
gress of The National Retail 
Hardware Association will be 
held at the Statler Hotel in De- 


con- 


troit, Mich., June 17-20, with the | 


business program devoted to a 
study of competition — govern- 
ment, consumer cooperatives and 
syndicate. 


Consideration will concentrate | 


chiefly upon syndicate competi- 
tion, with a treatment new to 


hardware conventions. This study 


will divide into four parts: 
(1) a story of syndicate prac- 


tices to be told by persons who | 
have had experience with syndi- | 


cate organizations, are familiar | 
with their procedure as_ seen | 

. . . . | 
from an inside viewpoint and 


will give the convention an inti- | 


mate understanding of how this 
form of competition operates; 


(2) a story of what hardware | 


retailers are doing in their own 
merchandising to match the ef- 
forts of their syndicate competi- 
tors, this to be told in three parts 


by retailers covering the topics | 


of retail pricing, store display 


and promotion and outside sell- | 


ing; 
(3) a story of what has been 


principal speaker at the opening 
| session on Monday evening, June 
17. Having had considerable ex- 


| perience in investigating this 
particular subject and having 


been active in the present Con- 
gress, he will speak on Govern- 
| ment Competition. 


| 


Consumer cooperatives will be 
discussed by an 
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done in other retail fields to meet | 


the competition of syndicates, 
this to be told by spokesmen 
from successful org:nizations in 
these other fields; 

(4) a of various 
types of plans adaptable to the 
hardware field, to be told by 
spokesmen from the hardware 


suggestion 


organization who will have made | 


a study of plans currently in use 


successfully in other retail fields | 
trade as | 


and in the hardware 
well and from such study will 
present to the congress compo- 
site plans embodying the essen- 


tials of successful procedure 
under various methods. 
List of speakers is not yet 


complete but will be ready 
shortly for announcement and 
will doubtless arouse considera- 
ble interest. It is expected to 
have a Congressman known for 
his statesman caliber and sane 
views respecting relations of 
Government and business for the 
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operatives and extent of their 
present development in this 
country as well as their ambi- 
tious program for the future. 
This speaker will bring a vast 
amount of enlightening informa- 
tion on a subject of which hard- 
ware and other retailers know 
comparatively little. 

Speakers for the topics of syn- 


dicate methods and what has 
been done in other fields to meet 
syndicate competition will be 


equally well qualified for their 
various assignments. 

| Opening session of the con- 
gress will take place Monday 
evening, June 17, and business 
sessions will be held Tuesday 
forenoon and afternoon, Wednes- 
day forenoon and Thursday fore- 
noon and_ afternoon, leaving 
Wednesday afternoon open. For 
many years the national con- 
gresses have been noted for their 


close concentration upon the 





outstanding | 
speaker who has specialized in a | 
study of this subject, is entirely | 


familiar with the history of co- | 
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business program forenoons and 


| afternoons of all three days with- 


out a break. The half-day break 
this year will doubtless be wel- 
comed by all the men attending 
the meeting. 

Plans for entertainment of the 


| congress party are going forward 


all. 





in charge of Secretary Harold 
Bervig of the Michigan Associa- 
tion and a committee, and their 
preliminary announcement indi- 
cates a most interesting and en- 
joyable visit to be in store for 
There will be the usual 
dance after the opening session 
on, Monday evening, on Tuesday 
evening a moonlight boat ride 
on one of the big steamers of the 
Great Lakes with a program of 
entertainment that will occupy 
all three decks of the boat, and 
on Wednesday evening a_ ban- 


| quet and dance at a place yet to 


be definitely announced. 

For daytime entertainment of 
the ladies there will be sight- 
seeing tours to Greenfield Vil- 
lage, with tea at Dearborn Inn, 
through the Fisher building and 
theater and to broadcasting sta- 
tion WJR, to Grosse Point, etc. 


DAYTON GROUP 
HOLDS MEETING 


The Dayton Retail Hardware 
Dealers Association met at a din- 
ner May 6, at Gray Manor, Day- 
ton, Ohio. Wallace Jones, presi- 
dent, presided. There was a dis- 
cussion of prices and cooperative 
bond bill advertising. 


| EASTERN GOLF MEET— 
CONN., JUNE 6-8 


The Eastern Hardware Golf 
Association, of which H. L. Gil- 
liam, 50 Church St., New York 
City, district sales manager, The 
Wood Shovel & Tool Co., Piqua, 
O., is acting secretary, is to hold 
its first golf tournament at the 
Shuttle Meadow Club, New Brit- 
ain, Conn., June 6, 7, and 8, as 
announced in the March 28 issue 
of Harpware AcE. 

Mr. Gilliam wishes to advise 
those to whom invitations have 
been sent to join that in view of 
the possibility of having to use 
the facilities of the one golf 
course, it would be well for those 
who are interested in attending 
this meeting to send in their 
membership applications prompt- 
ly. Between 125 and 150 mem- 
bers are expected to attend, and 
the latter figure will perhaps be 
the maximum. 

The Eastern Hardware Golf 
Association was formed by east- 
ern seaboard hardware whole- 
salers and hardware manufac- 
turers and will be conducted 
along the general lines of the 
Hardware Golf Association. The 
membership fee is $3.00; this fee 
is being used to buy tournament 
awards and pay incidental ex- 
penses. 


ARMSTRONG BUYS IDEAL 
CHAIN TONG LINE 


Armstrong Bros. Tool Co., 317- 
357 N. Francisco Ave., Chicago, 
Ill., recently purchased the line 
of Ideal Chain Tongs from the 
Carrier Engineering Corp., New- 
ark, N. J., who took over the 
original manufacturers, The 
Brunswick-Kroeschell Co. 

The line has been purchased 
complete, including name, inven- 
tory, etc., and Armstrong Bros. 
are now carrying the complete 
line in stock and can make im- 
mediate deliveries on orders. 


MISS. ASSN. CHANGES 
CONVENTION DATE 


The Mississippi Retail Hard- 
ware & Implement Association’s 
change of convention date from 
June 11, 12 and 13 to June 10, 
11, and 12 was announced by 
John F. Jennings, secretary. The 
place of meeting, Buena Vista 
Hotel, Biloxi, Miss., is the same. 
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_ 4 HARDWARE DAY downtown San Diego. Programs W. G. STELTZ GIVEN LOS ANGELES CLUB 
AT SAN DIEGO FAIR for the convention period are be- TESTIMONIAL DINNER HOLDS MEETINGS 
Golf Southern California hardware | “4 ogy 9 “ yin a) Thareday, May 9, a testimonial The Los Angeles Pot & Kettle 
Gil- retail dealers will convene in | > cx “’ = Feane ay Pose | dinner was tendered by the em- | Club held two meetings recently. 
‘ork San Diego, Cal., Sept. 27 and 28 cee a a F out got ‘ali- | ployees of Supplee-Biddle Hard- | At the April 16 meeting, Eldin 
The this year. They have chosen the | ornia Retail Hardware /\ssn. re Co., ge esac hardware | Read, recording secretary and 
qua, city which will hold the world’s | a jobbers, to their president, Wm. | chairman of the day, presented 
hold fair, The California Pacific fas | TEXAS HARDWARE ASSN. | Geo. Steltz, to commemorate the | as speakers, L. F. Head and J. 
the ternational Exposition, as the CONVENTION, JUNE 21 second anniversary under his | M. Gordon, both of the Security 
Brit- scene of their gathering because | The 40th annual convention of | leadership. | First National Bank of Los An- 
}, as of the unusual entertainment fa- | the Texas Wholesale Hardware | | geles. Mr. Gordon’s subject was 
ssue cilities that city will offer dur- Association will be held in Gal- | the “Port of Romance” which 
ing the Exposition period. | veston, Tex., on June 21 and 22, | | had to do with the growth and 
lvise Business meetings will be held with headquarters in the Buc- development of Los Angeles har- 
have at the U.°S. Grant Hotel in | caneer Hotel. | bor. 
w of . Mr. and Mrs. Jack Rhodes of 
| i . ad : 
pee Ss a | the San Francisco Pot & Kettle 
golf NUTMEGGERS HEARD SAUNDERS NORVELL | Club were guests at the meeting. 
hose ; | | At the April 23 meeting, Pas 
1i Saunders Norvell, contributing | Ata short business session fol- | tee e April £5 meeting, Past 
ding : s 4 | President George Wilcox, chair- 
hei editor, Harpware Ace, New lowing Mr. Norvell’s address, the | | 
neir : 2 ese | | man of the day presented a pro- 
York City, was the featured | organization voted to hold all | ; 
mpt- @ i ; gram of entertainment. 
nade, speaker at May 8th “dealers future meetings at the former 
ani meeting of “The Nutmeggers.” | meeting place, the City Club, cami 
A dinner preceded the meeting Hartford. It was also decided 
s be ; : : : : - ‘(LASKE 5 
5 which was held in the Egyptian | that the Annual Nutmeggers | came pratn appa . 
Golf Room of the Hotel Bond, Hart- | Outing would be held on June URHANS & BLACK 
y ; , i ea ae 
arate ford, Conn., and 42 dealers and | 12 with the place for the Out- | April 27, Federal Judge Bry- 
ile, 21 members were present. Be- | ing to be selected and announced | ant appointed as permanent trus- 
wr wd fore presenting Mr. Norvell, pres- | in the near future. | tees for Burhans & Black, Inc., 
alia ident Elliott C. Paddock, Green- s WM. GEO. STELTZ hardware wholesalers, Syracuse, 
7 the field Tap & Die Co., introduced | ay The dinner was held in the | N. Y., Keith F. Driscoll and 
p< the Sellewing guess: C. 1. Mea | _SOeeEe ADDRESSED — | Downtown Club's main dining | W. W. Plumb. Mr. Plumb sue- 
> vin, New Haven, and Chas. F. WESTERN MASS. ASSN. room, decorated for the occasion. | ceeds W. C. McClaskey, who had 
pee Freeman, Branford, president | MacDonald Witten, associate Guests of the evening were Dan- | been one of the temporary trus- 
: and secretary respectively of the | editor, Harpware AcE New | iel Blizzard, George Marshall | tees, Mr. McClaskey having ad- 
l ex ; - . ’ = er , : : 
Connecticut Hardware Assn.; Ed- | York City, was the principal and Jarvis Smith. — y judge that it was not 
ward S. Norvell, manager New saker ¢ » May 7 — Following the dinner the .| possible for him to continue, and 
: . eM, , speaker at the May 7th dinner g the dinner the em E 
York branch, E. C. Atkins & Co., | meeting of the Western Massa- ployees _ presented “Amateur asked to be relieved. Mr. Me- 
EAL Indianapolis; and MacDonald | chusetts Hardware Assn. The | Night” in which many took | Claskey is no longer with the 
Witten, associate editor, Harp- | meeting was held at the Hotel part. Prizes were awarded. | firm, having resigned entirely. 
.317- WARE AGE. Stonehaven, Springfield, Mass., | Lhere were speeches by the Mr. Plumb, the new trustee, 
icago, Yr. Norvell had a most atten- | and was attended by more than | suests and Mr. Steltz addressed | was former treasurer of Burhans 
> line tive and responsive audience as | forty members and their sales- the employees, expressing his | & Black, Inc., prior to 1926. In 
a en he described many very interest- | men. appreciation for their efforts and | all, he has been with the old 
awe, ing incidents from his experi- Mr. Witten discussed modern his ambitions regarding the fu- | company approximately forty- 
ae ence * — of per Rem- | trends in displaying and mer- ture of the organization. ~ years, ” oan ats of 
The ington Arms U0.; as a Sa esman chandising hardware and offered ——— that time in charge of the fnan- 
‘ cP - ~ ~} nes > 
and as sales manager for the | q number of suggestions = REI UBLIC STEEL NAMES | cial department. 
— Simmons Hardware Co.; as pres- | bringing about more profitable SALES REPRESENTATIVE Charles G. Ralph is now gen- 
. 3 ident of the Norvell-Shapleigh : Lee Wright has been < i ral manager 
inven- . hardware operations. ee Wright has been appoint- | eral manager. 
Bina, a Co., as a contributor The meeting was conducted by ed sales representative for Re- 
nplete arly > arceniagss Ace over a period | president Emil Kratovil, Maschin public Steel Corp., with head- : 
eT tae ; of 25 years, and as president of | @ Kratovil, 463 State St., Spring- quarters at 401 Atlas Bldg., Salt RMA WILL CONVENE 
Le the drug manufacturing firm of | ¢ page ead ©. | Lake City, Utah, according to IN CHICAGO IN JUNE 
-_ McKesson & Robbi field. The organization is one of | “ iaebenone: ne ; : 
sson obbins. the oldest retail hardware asso- an announcement by N. J. Clarke, The llth Annual Convention 
-ES - gr dealers = a — ciations in existence and is com- ag apg ay charge of yor and Membership Meeting of the 
mez : - . . s c Cc yi 2 > 11-12 « 
E reans at their command to fo- | nosed of dealers in Springfield rior to his connection with | RMA will be held June 11-12 at 
cus local attention on their stores : ‘i Republic, Mr. Wright had been | the Stevens Hotel, Chicago, IIl., 
nee ee aieee. te. baad and surrounding towns. The or- | ...0.:,ted with Zion’s C . 
Hard- and to get out after the busi-| |: stion’s secretary-treasurer is associated with Zion’s Coopera- | according to plans adopted by 
ation’s ness. His advice to Nutmegger a W S Ald y Ald mi tive Mercantile Institution, Salt | the RMA board of directors at 
» from members, who are salesmen for Hi. , ag gre derman | Lake City, since 1902. The ap- | their New York meeting recently. 
ne 10, hardware manufacturers and | 74" ene Co., 227 Worthington pointment will enable Republic | Paul B. Klugh of Chicago will 
ed by wholesalers, was that they make St., Springfield. Tentative plans | to serve more efficiently the Salt again be chairman of the con- 
. | . . . . . 
,. The a careful study of their prospects | WeTe made for the Annual Out- | Lake City territory, which has | vention and entertainment com- 
Vista and adapt their approach to suit | ing, with the time and place to | been handled through Republic’s | mittee. Further details are to be 
aw I 
setae. each individual buyer. be announced at a later date. | Denver office. | announced. 
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CHICAGO RETAIL ASSN. 
HOLDS ANNUAL MEETING 


The annual meeting of the 
Chicago Retail Hardware Asso- 
ciation was held in the 
chandise Mart, May 10. The re- 
tiring president, 
Woolley, gave a detailed report 
on the activities of the Associa- 
tion for the year 1934-5. Secre- 





FRANK J. HORKY 


tary-Treasurer J. C. Amis read | 


the financial report for 1934-5, 
which divulged that the associa- 
tion had one of the best years in 
its history and that the percent- 
age of membership to the total 
number of dealers in Cook 
County was greater than ever 
before. The financial standing 


of the Association was excellent | 
and the Association looks for- | 


ward to another very successful 
year. 





H. C. WOOLLEY 


Officers elected are: Frank J. 
Horky, president; Roland H. 
Popken, vice-president; Herbert 
C. Woolley, chairman of the 
board, and the following direc- 
tors: Ronald G. Dix, Frank J. 
Vysa, H. D. Crook, John R. 
Schnakenberg, Peter De Caro 
and Henry J. Paulus. The advis- 
ory committee consists of the fol- 
lowing past presidents: Charles 
H. Dressel, W. H. Hishon, and 
Frank J. Kozelka. The retiring 
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Mer- | 


Herbert C. | 


president, Herbert C. Woolley, | 


| was presented with a very hand- 


some traveling bag in apprecia- | 


tion of his services. 

J. C. Amis was re-appointed 
| secretary-treasurer for the eighth 
| consecutive year. 
| After the business meeting, a 
| moving picture entitled “Forward 

America,” an anti-chain talkie, 
| was shown. 








W. H. SOMMER 


W. H. Sommer, whose election 
as president of the Keystone 


was announced in the May 9 is- 
sue of HarpwarRE AGE. 


HEDNER, CHAIRMAN OF 
ELECTRIC HOIST ASSN. 


At a recent meeting of Elec- 
tric Hoist Manufacturing Asso- 
| ciation, Carl O. Hedner of Yale 
| & Towne Mfg. Co., Philadelphia 


Division, was elected chairman. 





ge ak 
| 3 eee . 
Cc. 0. HEDNER 


Mr. Hedner joined Yale & Towne 
in 1923 and was appointed dis- 
trict manager of the southeast- 
ern territory and later was 
brought to the home office as 
manager of sales of chain hoists 
and allied overhead hoisting and 
conveying equipment, which po- 
sition he now holds. 











Steel & Wire Co., Peoria, IIL, | 





ALBERTSON & YOUNG 
STOCK ON AUCTION 


By court order, April 25, R. 
Warren Albertson was appointed 
receiver for Albertson & Young 
Co., 2023-2025 Atlantic Ave., At- 
lantic City, N. J. 

Builders’ hardware and sup- 
ply material, open book accounts 
and fixtures will be exposed for 
sale, Wednesday, June 5, at 9 
a. m., standard time, 10 a. m. day- 
light saving time, at the com- 
pany address. 

Immediately after the exposi- 
tion, the stock, book accounts, 
fixtures and other personal prop- 
erty will be put up for sale in 
whole, or in parcels, and struck 
off to the highest bidder or 
bidders. 

Twenty-five per cent of the 
purchase money will be required 
to be paid by the successful bid- 
der when the property is struck 


| off and the balance paid upon 


delivery of the bill of sale. 
Further conditions will be 
made known on the day of sale. 


AMERICAN HARDWARE 
CO. WILL ADD TO PLANT 


Charles Nuchols, president of 
American Hardware & Equip- 
ment Co., Charlotte, N. C., an- 
nounced the completion of plans 
for a two-story addition to their 
plant. The addition will be of 
concrete and steel construction 
and when completed will give 
about 48,000 sq. ft. of additional 
floor space. It will include a 
very modern arrangement for 
handling iron pipe and heavy 
hardware. 


‘AUTO PARTS DEALERS 

MEETING IN ST. LOUIS 

The national board of directors 
of the Used and New Auto Parts 
Dealers of America met in St. 
Louis recently with Joseph Alt- 


| father of Memphis, Tenn., na- 





tional president, and 18 directors 
in attendance. 

It was planned to organize au- 
tomobile parts dealers in St. 
Louis and East St. Louis, Ill, 
in conjunction with the meeting 


| of the national board in session 


recently at the Hotel Jefferson. 
Sol Weinhaus of South Side 
Auto Parts Co. was chosen act- 
ing chairman of the St. Louis 
group pending permanent organi- 
zation. Local auto parts dealers 
met with the national directors. 
St. Louis is being considered 
for the November national con- 
vention of the parts dealers. 





| HOUSEFURNISHING SHOW 


NEW YORK, JULY 10-19 


The directors of the New York 
Housefurnishing Show, sponsored 
by the New York Housewares 
Manufacturers’ Association, have 
fixed July 10-19 as the dates of 
their mid-summer show at the 
Hotel Pennsylvania. 

Four entire floors of the hotel 
will be set aside for the show 
which is devoted to the whole- 
sale exhibition of everything con- 
nected with housefurnishings, 
china, and glass, and will be 
open to buyers in these fields. 
Three floors will be utilized for 
manufacturers’ display of house- 
furnishings and the fourth floor 
will be devoted to exhibiting of 
china and glass. 

Travel identification  certifi- 
cates are now ready for buyers 
who plan to attend, and may be 
had on application to the secre- 
tary, Room No. 108A, Hotel Penn- 
sylvania. Theée certificates when 
properly filled out and presented 
at railroad ticket offices will be 
exchanged for round trip tickets 
for the price of one and a third 
of the regular round trip cost. 
They are good for thirty days 
from date of issue. While these 
special tickets are not yet on 
sale, the certificates are ready, 
and Flo English, secretary, sug- 
gests that buyers write for them 
now. 

The New York Housewares 
Manufacturers’ Association main- 
tains permanent rooms in the 
Hotel Pennsylvania for the sec- 
retary of the show, who is in at- 
tendance to receive applications 
and take care of questions that 
arise. 

PADLOCK MEN MEET 
IN LANCASTER, PA. 


Recently 26 men representing 
several padlock and hardware 
companies of the United Stajes 
met at the Hamilton Club, Lan- 
caster, Pa., to discuss the prob- 
lems of the padlock and hard- 
ware manufacturing industry. 
Walter Dodge, general sales 
manager of Yale & Towne Mfg. 
Co., Stamford, Conn., was chair- 
man. Colonel Horner, repre- 
sentative of the code authority 
for the Fabricated Metal Prod- 
ucts Federation, addressed the 
meeting. 

MICHIGAN HARDWARE CO. 
ELECTS OFFICERS 


At the annual meeting of the 
directors of the Michigan Hard- 
ware Co., Grand Rapids, Mich., 
the following officers were 
elected: H. W. Spindler, presi- 
dent; Stuart L. Spindler, vice- 
president; Edward Kettner, sec- 
retary, and J. C. Spindler, treas- 
urer. 
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RIGHT SIZE REFRIGERATOR 
CUTS FOOD AND LIVING 


On a normal family food bud-¢ 


get, intelligent marketing plus 
the proper size household elec- 
tric refrigerator ought to save 
at least $1.50 a week or $78 a 
year, in the opinion of Miss Fern 
Snider, Home Service Director 
of the Georgia Power Company 
of Atlanta. Miss Snider, in the 
June issue of McCall’s Magazine, 
says the only dissatisfied elec- 
tric refrigerator users she and 
her staff of home service women 
have ever found, are the families 
who, to save money on the pur- 
chase price, have bought boxes 
that were too small. 

if adequate size electric re- 


COST 








frigerators are bought for home | 


use, advantage can be taken of 
“week end specials” on various 
meats, vegetables and 
Buying food in bulk, as Miss 


fruit. | 


Snider suggests, has saved house- | 


wives from $1.50 to $2.66 weekly. 
Average weekly food savings of 
at least $1.50 should make a gen- 
uine appeal to housewives who 
are complaining of the steadily 
rising prices of meats, vegetables 
and other perishable foods. 

In her article, Miss Snider 
shows how variety as well as 
economy can be put into the fam- 
ily’s menus by using electric re- 
frigerators to take advantage of 
bulk food buying. Also she gives 
practical advice on proper food 
storage. Misuse of electric re- 
frigerators cited include the stor- 
age of hot foods, condiments, in- 
edible parts of vegetables and 
unopened cans of food in refrig- 
erators, too close wrapping of 
meats stored in mechanical re- 


frigerators and improper cover- | 


ing for other foods. 





HOMEWORKSHOP LINES 
SHOWN AT HOBBY SHOW 
Homeworkshop equipment 
demonstrations attracted consid- 
erable attention at the Hobby 


Round-Up held at the Port Au- | 


thority Bldg., New York City, 
May 1 to 11, under the auspices 
of the Leisure League of America. 
Models in wood and metal were 
shown in some of the booths, to- 
gether with the equipment needed 
for turning out such work. In- 
tended to create a greater inter- 
est in worthwhile projects dur- 
ing leisure. hours, thereby in- 
creasing the demand for tools, 
paint, wood, builders’ hardware, 
and numerous other products, it 
is planned to make the exhibi- 
tion an annual affair. Roberts 


| specialized marketing counsel 
especially devoted to helping 
manufacturers build national 





Everett Associates, 232 Madison | 
Ave., New York City, managed | 


and directed the show. 
During the Round-Up 
were 15 classifications of leisure 
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| of the Philadelphia association, 
there | 


pursuits dramatized in a series of 
animated displays, and _ there 
were hobbies featured for all 
ages and types of men, women, 
and children. In addition to the 
homeworkshop_ exhibits, _hard- | 
ware men attending the Hobby 
Round-Up found the exhibit of 
Indian relics of interest—there | 
being included knives, scrapers, 
chisels, drills, spades, hoes and 
hammer stones. 








J.C. FOSTER 


James Craven Foster, whose | 
appointment as general manager | 
of sales for the Jones & Laugh- | 
jin Steel Corp., Pittsburgh, Pa., 
was announced in the May 9 | 
issue of HARDWARE AGE. 


FEDERATED SALES 
MOVES QUARTERS 


Federated Sales Service moved | 
from 537 Commonwealth Ave. to 
729 Boylston St., Boston, Mass., 
occupying larger quarters. Fed- 
erated Sales Service operates a 


sales organizations of manufac- 
turers’ agents. 





PHILADELPHIA ASSN. 
PROTESTS SALES TAX 


The Philadelphia Retail Hard- 
ware Association and Loyal = 
Odhner, executive secretary of | 
Camden Chamber of Commerce, | 
made further protests against the 
proposed sales tax at a recent | 
meeting in Philadelphia. | 

Mr. Odhner urged Pennsyl- 
vanians to follow the lead of 
New Jersey in defeating the tax 
by opposing it as economically 
unsound, socially dangerous and 
politically suicidal. 

George R. Park, Jr., president 





stated that the small consumer 


| Louisville, Ky. 
| tended. 





wouldn’t stand for a sales tax 


| and would buy where he didn’t 


have to pay it. Mr. Park also 
stated that with the inroads 
chain stores and mail order 
houses, who pay no local taxes, 
have made on the retail hard- 


| ware trade, the retail dealer can- 


not survive any tax driving peo- 
ple to sales tax-free states. 


A resolution adopted by the | 


hardware dealers warned that 
the tax would so decrease retail 
sales that hardware merchants 
would not be able to pay their 
own taxes. 


LOUISVILLE DEALERS 
HOLD ANNUAL BANQUET 


The ninth annual banquet of 
the Louisville Retail Hardware 
Dealers Association was recently 
held at the Hotel Watterson, 
Seventy-five at- 


Lyons Miller, president, deliv- 
ered his message, and Richard 
Smith, vice-president, __ briefly 
summarized the _ association’s 


| work during the past year. Fol- 


lowing the speakers, the mem- 
bers and their wives paired off 
for bridge. All arrangements 
for the evening were arranged 


by Roy Wessels, chairman of the | 


entertainment committee. 


NEW ORLEANS GROUPS 
COMBINE ORGANIZATIONS 


The Crescent Hardware Stores, 
Inc., has been formed at New 
Orleans, La., following the con- 
solidation of the Crescent Hard- 
ware Stores and the Retail Paint 
and Hardware Dealers’ Associa- 


| tion of that city. Officers of the 


new association are: E. P. 
Amiex, president; Paul Jamer- 
son, vice-president; W. J. Hen- 
derson, secretary; R. M. Jung, 
Jr., treasurer, and A. H. Aucein, 
executive secretary. 

Purposes of the organization 
are to promote 
relations, cooperative advertising 
and to cement closer relation- 
ships between proprietors and 
their employees. 

A get-together meeting by the 
new association at the Club Chez 
Paree was announced by the of- 
ficers of the organization. 





AMER. THERMOS CO. 
MOVES QUARTERS 


The American Thermos Bottle 
Co., Norwich, Conn., has moved 
both the New York and Chicago 
offices and display rooms. 

The New York office is now 
located in the Chrysler Bldg., 
405 Lexington Ave. The tele- 
phone is the same. The Chicago 
office is now located in the Mer- 
chandise Mart. North Bank 
Drive. 





better business | 


Samples of the complete 
Thermos line will be displayed 
at both offices. All shipments 
will be made from Norwich, 
Conn. 


E. M. HEALEY JOINS 

DUBUQUE SEED CO. 
Ed. M. Healey is now identi- 
fied with the Dubuque Seed Co., 
Dubuque, Iowa, a branch firm 
of the Northern Field Seed Co., 
Winona, Minn., traveling over a 
60-mile radius from Dubuque. 





E. M. HEALEY 


Mr. Healey is past president of 
both the Iowa and National Re- 
tail Hardware Associations, and 
long in the retail hardware busi- 
ness in Dubuque. 


WHITEMAN NAMED 
BUYER FOR WALKER’S 


Wm. S. Whiteman has been 
appointed buyer of the house- 


| wares section at Walker’s, Inc., 


Los Angeles, Cal., store, taking 
the place of R. E. Mater, who 
resigned. 

He will buy for the china and 
glass, housewares, lamps, table 
electric appliances, paints, sport- 


| ing goods and toys. 


Mr. Whiteman has been con- 


| nected with the leading house- 


| wares 





firm of the Coast since 
1920, until two years ago, when 
he joined the Walker organiza- 
tion, working under Mr. Mater. 





T. W. MAHONEY JOINS 
WITH VAN CLEEF BROS. 


Thomas W. Mahoney has 
been placed in charge of sales 
of the Southwestern _ territory 
consisting of Texas, Oklahoma, 
Arkansas and Louisiana, for Van 
Cleef Bros., Chicago, manufac- 
turers of Dutch Brand products. 
Mr. Mahoney was formerly with 
F. J. Keller Co., Fort Worth. 
Tex., manufacturers representa- 
tives. 
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Recovery Would Be Hampered 
By 30 Hour Week Bill 


Widespread strikes, general labor unrest and other 
effects adverse to recovery progress would 
be aftermath of this bill, Business 
Paper Editors Report. 


Widespread strikes, general 
labor unrest, loss of business 

| 
confidence and other effects | 


likely to prove injurious to re- 
covery may be expected as an 
aftermath if the proposed 30 
hour week bill, now sponsored 
by American Federation of 
Labor, passes Congress. Such 
are the conclusions reached in a 
report just issued by the Com- 
mittee on Labor Problems, rep- 
resenting 125 of the leading 
business and industrial publica- 
tions of the United States. 

This Committee set 
ascertain what the direct effects 
of a rigid shortening of the work 
week would be. Significant 
among their findings is that labor 
costs would increase anywhere 
from 5% to 300% depending 
largely upon man hours required 
per unit of production. Their 
findings definitely indicate that 
just as the work week has been 
progressively shortened in the 
past through technological ad- 
vance, so in the future a gradual 
further shortening of the hours 
that labor puts in may be ex- 
pected. They show clearly, how- 
ever, that an effort to speed this 
trend through legislative fiat is 
almost certain to result in such 
heavy increases in the price of 
commodities that production will 
be curtailed and the longer term 
demand for labor demoralized. 

Fear for the American stand- 
ard of living is expressed. These 
editors who are intimately famil- 
iar with the economics as well 
as with the mechanics of pro- 
duction show that sound prog- 
ress in the direction of a shorter 


work week is contingent upon | 


the increased productivity of in- 
dividual workmen. They point 
out that only if that productivity 
can be increased is it possible 
for employers to increase actual 
wages. More simply stated, they 
argue that any drastic adjust- 
ment in the ratio of labor cost 
to total manufacturing cost at 


this time would curtail rather 
than expand production. 
Scarcity of highly _ skilled 


workers is shown to exist. With 
a shorter work week many in- 
dustries would face a decided 
drop in efficiency if not an im- 
possible production problem on 
this account. 

While these editors concede 
that the immediate effects of 
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out to | 





such legislation might cause a 
flurry in increased employment, 


no such results can be expected | 


to prevail permanently. The 
editors’ report shows that the 
proposed legislation works at di- 
rect cross purposes with the 
government’s agricultural _ pro- 
gram and that adoption of the 30 
hour week would most certainly 
defeat efforts now made to bring 
‘bout more equitable production 
for prices of the agricultural 
products as against the products 
of industry. 

Some of the estimates of in- 
creased cost of merchandise that 
would have to follow adoption 
of the 30 hour week which are 
included in this report are 36c 
in the price in overalls 
the price of workshirts—75c in 
the price of work shoes—$3.00 
in the price of standard mat- 
tresses—$2.00 in the price of 
standard metal bedsteads. 

The report itself sets up the 
proponents’ arguments for the 
legislation, the economic factors 
that must be weighed in pass- 
ing judgment upon such legisla- 
tion, takes into consideration 
case studies made in such indus- 
tries as coal mining, transporta- 
tion and automobile production 
and concludes with a succinct 
summary of editorial opinion 
which is based upon contacts 
with every part of the business 
front. 

Complete copies of this study 
are available at headquarters of 
the Associated Business Papers, 
330 W. 42nd St., N. Y. C., at a 
price of 10c. 

SIMPLIFIED PRACTICE 

FOR FORGED AXES 


A simplified Practice Recom- 
mendation, covering forged axes, 
was proposed by the Axe Divi- 
sion of the General Tool and 
Implement Association and has 
been mailed to all interests in 
the industry by the division of 
simplified practice of the Na- 
tional Bureau of Standards for 
consideration and acceptance. 

The recommendation lists pat- 
terns, range of weights, and 
grades for simple-bit, double-bit, 
and miscellaneous types of axes. 
Eliminated varieties represent 
forty per cent of sizes now listed, 
according to an estimate of the 
General Tool and Implement As- 
sociation. 





23c in 


| 


| 





| held 





The simplified list, if approved 
by the industry, will be issued 
as a Simplified Practice Recom- 
mendation, and will be effective 
from a date to be announced. 


WALTER A. DOW 
OBSERVES BIRTHDAY 
Walter A. Dow, vice-president, 

Chandler & Farquhar Co., Inc., 
260 Devonshire St., Boston, 
Mass., machinists’ tool and sup- 





WALTER A. DOW 


ply firm, recently observed his 
birthday, but he’s not telling his 
age. Mr. Dow became associated 
with Chandler & Farquhar Co. 
nearly 41 years ago, and for 15 
years he traveled over New Eng- 
land for this house. 
BALTIMORE ASSN. 
HOLDS DINNER DANCE 


Baltimore Retail Hardware As- 
sociation recently held a special 
dinner-dance at the Elks Club, 
307 W. Fayette St., Baltimore, 
Md. An anti chain store talkie, 
“Forward America” was shown. 
Tickets were $1.25 each. 

DURHAM DUPLEX BUYS 

ENDERS RAZOR CO. 


Recently the Durham Duplex 
Razor Co. purchased the good 
will, patents, trade marks and 
other assets of the Enders Razor 
Co. 

Z. G. Shaw has been retained 
as general sales manager of the 
combined companies. 





SAN FRANCISCO CLUB 
HOLDS GROUP MEETING 

At a recent meeting of the San 
Francisco Pot & Kettle Club, 
at Helwig’s, 41 Stockton 
St., San Francisco, Calif., twenty- 
four members were present, in- 


| cluding two visitors from the Los 


Angeles club and two guests, 
Jafet Lindeberg and Guy W. 
Campbell. Mr. Lindeberg spoke 
on gold mining experiences in 
Alaska, and his associate, Mr. 
Campbell, addressed a few re- 
marks. 


| salesman to 








ATKINS CO. APPOINTS 

GEORGE D. MILLIGAN 

George D. Milligan was ap- 
pointed general manager of the 
northwestern states of Washing- 





GEORGE D. MILLIGAN 


ton, Oregon, Idaho, and western 
Montana, by E. C. Atkins and 
Co., Indianapolis, Ind. For over 
thirty years, Mr. Milligan was 
connected with the Marshall- 
Wells Hardware Co., Duluth, 
Minn., and Portland, Ore., where 
he worked up through several 
departments. He comes to his 
new position with a good knowl- 
edge of the requirements of the 
wholesale 


hardware and_ saw- 
milling industries. 
Thomas C. Morris, who has 


been direct factory representa- 
tive of E. C. Atkins in the 
Northwest, will continue in the 
same capacity, having supervi- 
sion of the sawmilling and lum- 
bering departments, cooperating 
with Mr. Milligan. 

Mr. Marlow M. Shaw will con- 
tinue in his position as special 
hardware and tool 
distributors in the territories 
mentioned. E. C. Atkins and 
Co. also have sales offices in San 
Francisco and Los Angeles un- 
der the charge of W. W. Brasier. 





ST. LOUIS PAINT 
ASSN. NAMES OFFICERS 


Frank Clarke, St. Louis man- 


| ager for Pittsburgh Plate Glass 


Co., was elected president of the 
St. Louis Paint, Varnish and 
Lacquer Association at the re- 
cent annual meeting in the Mis- 
souri Athletic Association. 

George E. Niedt, of Steelcote 
Mfg. Co., the retiring president, 
was elected vice-president, and 
R. J. Ferree, National Lead Co., 
and D. L. Rummel, Cook Paint 
& Varnish Co., were re-elected 
secretary and treasurer respec- 
tively. 
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PAINT TEST PARKS FOR 
PITTSBURGH GLASS CO. 


To accurately determine the 
durability of protective coating, 
the Pittsburgh Plate Glass Co., 
Milwaukee, Wis., for several 
years has had extensive testing 
facilities in Milwaukee, Wis., De 


troit, Mich., and Newark, N. J.. 


Here finishes were exposed to 
the weather and their durability 
noted. 

The latest addition to these 
fac'lities, the Florida test farm, 
lies about one mile from the At- 
lantic Ocean and so gets the 
breakdown action of the salt air 
in addition to intense sunlight. 
Racks expose panels to the south 
at an angle of 45 degrees to the 
horizontal. 

Records made before and dur- 
ing the exposure are kept. The 
preliminary records contain in- 
formation as to the object of ex- 
posure, panel numbers and iden- 
tification, materials being tested, 
type and conditions of surfaces 
being used, and the application. 

After a definite interval of 
time depending on the type of 
material being tested, the panels 
are taken from the exposure 
racks and examined microscopi- 
cally by a binocular microscope 
which magnifies the surface sev- 
eral times and brings out incipi- 
ent failure not noticeable to the 
unaided eye. Photographs re- 
cord the conditions of the panel 
during the progress of exposure. 

The failures of protective coat- 
ings in Florida are generally of 
the same type as shown in other 
localities of the United States 
but the rate of failure is greatly 
accelerated. Repeated tests have 
shown that it is the short ultra- 
violet rays in sunlight that are 
most destructive to organic coat- 
ings. 


CHAIN LINK FENCE CO. 
HOLDS ANNIVERSARY 


The American Chain Link 
Fence Co., Medford, Mass., re- 
rently celebrated anniversary 


week, having been 43 years in 
the business established in 1892 
by the late Guy Mafera, pioneer 
in the manufacture and erection 
of chain link fences. This com- 
pany originated and patented the 
roundtop chain link fence. 





HOUSEFURNISHING ASSN. 
ELECTS NEW OFFICERS 


At the recent annual meeting 
of the National House Furnish- 
ing Manufacturers Association, 
H. H. Kimball, Landers, Frary & 
Clark, New Britain, Conn., was 
renominated for the presidency 
of the organization, but refused 
to accept the nomination. E. J. 
Tate, Master Metal Products, 
Inc., Buffalo, N. Y., who was 


elected vice-president, agreed to 
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act as president for the time be- 
ing. W. H. Doherty, Queen Mfg. 
Co., Chicago, Ill., is treasurer, 
and Warren Edwards is secre- 
tary. Many suggestions were 
made for improving the 1936 Na- 
tional House Furnishing Exhibit. 


to be held Jan. 5 to 11 in Chi- 


| cago, Ill. 


PHILA. ASSN. HOLDS 
ANNIVERSARY BANQUET 


The Retail Hardware Associa- | 


tion of Philadelphia celebrated 
its fifteenth birthday with an an- 
niversary banquet in Kugler’s 
restaurant, Philadelphia, Pa. 


Franklin R. Cawl, Ph.D., direc- | 


tor of Merchandising Research 
and Promotion for the Philadel- 
phia Inquirer, discussed mer- 
chandising and advertising. 

The members of the local as- 
sociation which is affiliated with 
NRHA and PASHA, had manu- 
facturers, wholesalers, salesmen, 
and officers and members of 
other associations in the hard- 
ware trade as their guests. A 
program of vaudeville entertain- 
ment followed the banquet. 
REPUBLIC STEEL MOVES 

PHILA. OFFICE 


Effective May 18, the Phila- 
delphia district sales office of 
Republic Steel Corp., and sub- 
sidiaries, Berger Mfg. Co., and 


Union Drawn Steel Co., will be 
removed to the Broad St. Station 
Bldg., 1617 Pennsylvania Blvd., 
Pa., according to an announce- 
ment by N. J. Clarke, vice-presi- 
dent in charge of sales. 

J. B. DeWolf continues in 
charge of the office as district 
sales manager, assisted by the 
| present staff. Mr. DeWolf has 

notified the trade that the office 
will be closed May 18 to permit 
removal work. 

NEBRASKA LEGISLATURE 
TURNS DOWN SALES TAX 





nitely turned down 
measures. Their opposition was 
influenced by Governor R. L. 
Cochran, who has spoken against 
such measures on weekly radio 
broadcasts. 


When direct 


sales tax bills 


force through a back door sales 
tax measure. In reality, the bill 
proposed a constitutional amend- 
ment, limiting the tax on real 
estate for all governmental pur- 
poses in the state to ten mills. 
In this manner it was believed it 
would be necessary to vote a 
sales tax to meet governmental 
needs. The bill was defeated by 
a 2 to 1 vote and is believed to 
have written finis to all sales 
taxes. 








Wisconsin’s Governor Signs Bill 
Relating to Fair Trade Practices 


Gov. Phil La Follette (Wis- 
consin) on May 1 signed the 
Alfonsi bill relating to fair trade 
practices and unfair discrimina- 
tion. The measure, which was 
supported by thousands of in- 
dependent merchants in Wiscon- 
sin, prohibits “secret payment or 
allowance of rebates, refunds, 
commissions or unearned dis- 
counts or the secret extension to 
certain purchasers of special 
services or privileges not ex- 
tended to all purchasers upon 
like terms and conditions.” 

Violators of this section would 
be subject to a fine of not more 
than $500 or imprisonment not 
to exceed six months. 

The fair trade act section of 
the new law upholds the right 
of the manufacturer to control 
the resale of trademarked prod- 


ucts in retail outlets by contract | 


with retailers. Such contracts 
are entirely voluntary. 

Wilfully and knowingly ad- 
vertising or selling any commod- 
ity at less than the _ price 
stipulated in any contract is un- 
fair competition under the meas- 
ure and is actionable at the suit 
of any person damaged thereby. 

The law also gives the State 
Department of Agriculture and 


Markets the right to review 
minimum prices as fixed by such 
contracts, thereby guaranteeing 
the consuming public against 
any unfair minimum prices. It 
further grants to any person 
damaged by violation of any of 
its provisions the right to main- 
tain an injunction against such 
violator, and authorizes the at- 
torney general and all district at- 
torneys to prosecute violators. 
Violators found guilty of un- 
fair discrimination 
law are subject to having their 
| charter annulled, their permit re- 





| voked and may be permanently | 


| enjoined from transacting busi- 
ness in Wisconsin. 

It is estimated that 
| proprietors and 85,000  em- 
ployees of retail establishments 
in Wisconsin will benefit by this 
legislation, while over 500,000 
people will be affected directly 
where the families of the pro- 
prietors and the employees are 
considered. 

The general purpose and in- 
tent of the new law is to pre- 
vent the use of nationally ad- 
vertised products as “bait” or 
“loss leaders,” and to place all 
retailers on a more equal mer- 
chandising basis. 





| The Nebraska legislature defi- | 


sales tax 


failed, an attempt was made to | 


under the | 


44,487 | 


| DUNCAN & GOODELL 
AUCTION DATE SET 


Stock and fixtures of Duncan 
& Goodell, Worcester, Mass., will 
be sold at public auction about 
May 24, according to plans sub- 
mitted by Russell W. Anderson, 
receiver in liquidation. Accord- 
ing to Mr. Anderson the mer- 
chandise inventory of the store 
is about $120,000. 

The name and goodwill of the 
company will be sold after the 
| tangible assets. This will per- 
mit the continuation of the 109- 
year old business at a new 
location. 

All stock, furniture, and fix- 
tures will be sold by Samuel T. 
Freeman & Co., Boston, Mass. 





—— 


BEH & CO. OPENS 
COAST OFFICES 


Beh & Co., Inc., Victorial 
Bldg., New York City, have 
opened Pacific Coast offices and 
sales rooms at 1340 E. 6th St., 
Los Angeles, appointing E. J. 
Rauch to manage western sales 
from that point. The company 
manufactures or controls the sale 
of picnic jugs and boxes, camp 
stoves, broilers, curtain stretch- 
ers, outdoor dryers, screens, ven- 
tilators, register shields, lawn 
mowers, and glass jar sets, 
among other items. 











ALABAMA PROPOSES 
LICENSE INCREASE 


A 50 per cent increase of privi- 
| lege license of chain stores oper- 
ating in Alabama is proposed in 
a bill introduced in the Legisla- 
ture. The measure proposes a 
scale of: one store $1; two to 
five stores $15; five to 10, $22.50; 
10 to 20, $37.50; and all over 
20, $112.50. 

Rep. Harry Hodges expressed 
opposition to the bill and said he 
would advocate a higher license 
of $375 a year for each store 
over 10. 











| ALTOONA, PA., DEALERS 
FORM RETAIL ASSN. 


The principal hardware stores 
in and around Altoona, Pa., have 
formed an organization to be 
known as the Blair County Re- 
tail Hardware Association. 
Through the organization, mass 
buying will be in effect. Monthly 
meetings will be held at the 
organization’s headquarters, not 
yet selected. Among early mem- 
bers are: Dougherty Hardware 
Stores, J. C. Hughes & Son, Ma- 
zurie and Goshen, George Mey- 
ers, G. E. Morrow & Co., Rine’s 
Hardware Store, F. A. Whitta- 
ker, Norman D. Wilt, and S. J. 
Wolf Hardware Co. 
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CHARLES A. CLARK 

Charles A. Clark, vice-presi- 
dent, Columbian Rope Co., Au- 
burn, N. Y., died April 28 in a 
sanitarium, where he had been 
under treatment for a heart ail- 
ment. Although poor health had 
prevented him from being active 
in business for quite some time, 





CHARLES A. CLARK 


he attended the recent dinner at 
which employees who had been 
with the company for more than 
twenty-five years were honored. 
Beginning his career in the cord- 
age business in 1892 with the 
Columbian Cordage Co., prede- 
cessor of the present Columbian 
Rope Co., he became foreman in 
1893. In 1898 he was made as- 
sistant superintendent and in 
1904 became superintendent. In 
1910 he was named general su- 
perintendent of the company and 
became vice-president in 1928. 

A native and life-long resident 
of Auburn, he was prominent in 
industrial, civic and social cir- 
cles. He was well liked by his 
associates and was well known 
to the trade. Mrs. Clark, two 
daughters and four brothers— 
Warren, Harry G., Albert E., and 
Raymond—are among his sur- 
vivors. 


CARL F. STAMM 


Carl F. Stamm, 66, hardware 
dealer of Milwaukee, Wis., died 
recently at a local hospital where 
he had undergone an operation. 
Surviving Mr. Stamm are Mrs. 
Stamm, two brothers and a sister. 


ALFRED EMIL HAMMER 


Alfred Emil Hammer, 77, pres- 
ident, treasurer and general man- 
ager of Malleable Iron Fittings 
Co., Branford, Conn., recently 
died there. Sixty years ago, Mr. 
Hammer established what is said 
to be the first chemical labora- 
tory in connection with the mal- 
leable iron industry. He was an 
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Brace Hayden Died May 8th; 
| Pacific Coast Jobber Was 99 


| Dean of wholesale hardware industry was vice-presi- 


'dent of N.W.H.A. more than 25 years. 





BRACE HAYDEN 


Brace Hayden, probably the 


| oldest man in the wholesale hard- 


ware industry, died on May 8. 
He was 99 years old and the 
dean of the Pacific Coast hard- 
ware jobbers. For many years he 
was president of Dunham, Car- 
rigan & Hayden Co., San Fran- 
cisco, Cal., and for nearly 30 
years was a vice-president of the 
National Wholesale Hardware 
Association. Each year during 
the fall convention of that body, 
the annual message of Mr. Hay- 
den was a highlight in the pro- 
gram, a feature which the con- 
vention valued very highly as it 
came from a man who had long 


been associated with the busi- 
ness. His vice-presidency and 
active interest continued long 


after it was practical for him to 
personally attend the annual con- 
ventions. In recent years he had 
been inactive in the operation of 
the business in which he was as- 
sociated so many years but 
always he maintained an interest 
in that business and in the 
wholesale hardware fraternity. 

In his more active years Mr. 
Hayden contributed his full 
share to the development of his 
own business and to the develop- 
ment of the wholesale hardware 
business at large and was an 








incorporator of the Connecticut 
Savings Bank, New Haven, and 
a trustee of the Branford Savings 
Bank, a member of the American 
Society of Mechanical Engineers 
and the National Institute of So- 





cial Science. 
Mrs. Hammer, his second wife, 
survives. 


= champion of wholesaler to | 


| retailer distribution. 


| Mr. Hayden served as a mem- | 


|ber of the N.W.H.A.’s executive 
lcommittee from 1895 to 1897 


‘when he was elected second vice- | 


| president. In 1908 he was elected 
‘first vice-president which office 
he retained for 25 years, resign- 
ing in 1933. 


CHARLES J. HALLINAN 


Charles J. Hallinan, 62, pio- | 


neer Bloomfield, N. J., merchant, 
died recently after an illness of 
jten days. Mr. Hallinan went into 
| the hardware business as a young 
man, retiring from active busi- 
[nes eight years ago. 


JOHN M. NELSON 
John M. Nelson, 46, vice-presi- 
dent of the Nelson Hardware Co., 
Roanoke, Va., died suddenly 
May 1 while playing golf. 





MRS. JENNIE B. SAYWARD 


Mrs. Jennie B. Sayward, 75, 
wife of John H. Sayward, re- 
tired hardware dealer and for- 
mer president of the New En- 
gland Retail Hardware Dealers’ 
Association, died May 1 at her 
home after a week’s illness. 


JOHN PETERMAN 


John Peterman, 81, died re- 
cently at his home, 2551 N. 46th 
St., Milwaukee, Wis. He was 
connected with the Pritzlaff 
Hardware Co., Milwaukee, for 
30 years and for several years 
conducted a hardware business 
of his own. Mr. Peterman is 
survived by Mrs. Peterman, two 
sons, Charles A. and William A., 
and a daughter. 





JOSEPH D. PHILLIPS 


Joseph David Phillips, 48, 
president of the Phillips Hard- 
ware Co., 301 N. Miami Ave., 
Miami, Fla., died May 1 in Mayo 
Bros. clinic at Rochester, Minn., 
where he underwent an opera- 
tion. Mrs. Cora E. Phillips and 
a son, Thomas L. Phillips, sur- 

vive. 





RAY HAMILTON HARE 


| Ray Hamilton Hare, hardware 
| dealer of Nashville, Tenn., died 
unexpectedly May 3, following 
a heart attack at a Birmingham 
hotel. Mr. Hare was salesman 





RAY HAMILTON HARE 


for Simmons Hardware Co., St. 
Louis, severing his connection 
with that firm when he purchased 
an interest in W. W. Crandall 
and Company. The firm in sev- 
eral years became Hare-Bailey 
and North. Mr. Hare was also 
vice-president and general South- 
ern sales manager of Newton 
Kelsay & Sons, Evansville, Ind. 
He is survived by a daughter. 
his mother and a sister. 


WILEY L. JONES 


Wiley Lee Jones, proprietor of 
a hardware and grocery store at 
Cary, N. C., died recently after 
a brief illness of pneumonia. He 
is survived by his widow and 
three children. 





JOHN M. NELSON 


John Myers Nelson, 47, of 601 
Camilla Ave., Roanoke, Va., vice- 
president of Nelson Hardware 
Co., recently passed away. He 
was playing golf when death 
took him. He is survived by 
Mrs. Nelson, his parents and 
brothers and sisters. 


A. REED ORR 


A. Reed Orr, owner of Or 
Hardware Co., Homestead, Pa., 
passed away at his home May 6. 
Mr. Orr has been in the hard- 
ware business for over 35 years. 
Coming with his brother David 
in the Homestead district many 
years ago, they purchased the 
Becan Hardware Firm, which 
later became the Orr Hardware 
Co. He is survived by Mrs. Orr. 
| a daughter and brother. 
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BRIEF ITEMS OF INTEREST TO THE HARDWARE TRADE 





ALABAMA 


Dobbs Hardware & Furniture 
Co., Fayette, Ala., will move to | 
the Smith & Dodson Bldg., in | 
the same town upon completion 
of alterations. 


| 


Fire in the downtown busi- 
ness section of Aniston, Ala., 
recently damaged the Bell Hard- 
ware Co. stock. 

Rev. Ben G. Dodd has resigned | 
as postmaster of Manchester to | 
enter the hardware business in 


Winfield, Ala. 


The Big Four Hardware Co. 
of Clanton, Ala., successors to 
the Farmers’ Hardware, is now | 
engaging in business on the same 
corner that its predecessor occu- 
pied. A. E. Regan is manager. 





ARKANSAS 


The Toole Hardware and Gift 
Shop, McGehee, Ark., has moved | 
to the Lang Bldg., South First St. 


CALIFORNIA 


Clark Anderson Paint Co. will | 
move to new quarters at Cherry | 
Ave. and Fulton and Los Ange:- | 
les Sts., Fresno, Cal. 





COLORADO 
Murphy-Rivera Hardware Co., | 
Alamosa, Colo., is moving to 
the Blakey Bldg., which is being | 
remodeled. 
CONNECTICUT | 
Ralph C. Brearley, former as- 
sistant manager of the Montgom- 
ery Ward store in Putnam, 
Conn., will open the Brearley 
Hardware store at 132 Main St., 
Putnam. He was recently asso- 
ciated with the Carlisle Hard- 
ware Co., Springfield, Mass. 








FLORIDA 
The Harrison Hardware Co. | 
moved to 355-357 Central Ave., | 


St. Petersburg. At the new loca- 
tion they will occupy three floors. 


GEORGIA 


George Crowder has opened a 
hardware store at Barnesville, 
Ga. 

Sometime in May, the King 
Hardware Co. will open a new 
store in Decatur. The store will 
carry a complete line of general 
merchandise, house furnishings 
and paint. 
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as in the vill be 
the store in the future will be | h:ve opened their own business | Ave. to 4710-14 Delmar Blvd., 


| which was recently remodeled.| _. 
; | quired the 


ILLINOIS 


The Cox Hardware & Furni- 
ture Co. has opened a new store 
at Marion, Ill. 

C. T. Woodward and William 
Walton, who have conducted a 
hardware store at Carlinville, 
Iowa, have dissolved partnership 
by mutual consent. The name of 





C. T. Woodward, Hardware. 


INDIANA 


The Modern Stores, a_ new | 
hardware and novelty establishi- | 
ment, opened for business April | 
18 at 123 Lincoln Way West, 
South Bend, Ind. 


IOWA 


J. A. Greenlee, Greenlee Hard- 
ware Co., Delta, Iowa, has 
opened a store at What Cheer, 
lowa. He is continuing opera- 
tion of the Delta store. 


The Smith Hardware store at 
1552 E. Grand St., Des Moines, 
Iowa, has been purchased by 
Harry H. Humeston. 


Bidne Hardware, Northwood, 
Iowa, has moved to the Weble- 


moe Bldg., W. Central Ave., | 





Elbert Haden will open a 
hardware store in the Heiland 
Bldg., Panora, Iowa. 





W. K. Shepherd purchased the 
E. W. Patterson hardware store, 
838 Hull Ave., Des Moines, Iowa. 


H. J. Lemke, of Paullina, 
Iowa, has enlarged his store and 
decorated the interior. 


purchased T. A. Peters hardware 
store in Carlisle, Iowa, have re- 
the interior of the 


| 
Laverty Bros., who a 


decorated 
store. 

Melcher Hardware, Lovilia, | 
Iowa, has moved to a new store | 
across the street. 

Edward L. Rapp, of Aurelia, 
Iowa, has opened a_ hardware 
store in the Arnold Bldg. 

The Farmers Exchange store, 
of Mitchellville, Iowa, opened a 
hardware store in the room ad- 
joining it. 


Howard Anderson, of Farn- 
hamville, Iowa, purchased ihe 
L. C. Knobbe hardware stock. 








they will conduct a hardware 


KANSAS 


W. E. Burton recently opened 
a hardware store at 206 S. Sum- 
mit St., Arkansas City, Kan. 
Mr. Burton was for fifteen years 
an employee of other hardware 
stores in Arkansas City. 


The Home Builders Co., Mor- 
ris, Minn., has added a complete 
hardware line to its stock. 


MISSOURI 


Dubman & Son, Inc., St. Louis, 
Paul Lewis and Mark Lewis,| Mo., hardware dealers, have 
Wichita, Kansas, hardware men,| moved from 1365 MHodiamont 


at 140 North Market St., where | occupying three times the space 
formerly used. 


and sporting goods store. 


Lurk Brothers, Perryville, Mo.. 
recently purchased the hardware 
stock of the Perryville Hardware 
Co., adding it to their stock. 


MASSACHUSETTS 

J. Walter Giles, who recently 
completed 27 years’ service with 
the C. A. Noyes Co., Brockton, 
Mass., has opened his own hard- 
ware store at 22 Belmont St., 
Brockton, under the name J. 
Walter Giles Co. He has spent 
a total of 37 years in the hard- 
ware business. 


Robert Cole and B. H. Gear- 
hart are now in charge of the 
True Cutler hardware store in 
Lathrop, Mo. 


MONTANA 
MICHIGAN Choteau Implement Co., Cho- 
Burkholdt Hardware,  Pitts- teau, Mont., recently opened a 


? new hardware store. 
ford, Mich., was recently badly | 


damaged by fire. 


NEBRASKA 


Lee Harvey and A. E. Olson 
have opened the Harvey & Olson 
Hardware store, at 2nd St. and 


Braasch Ave., Norfolk, Neb. 


Herbert K. Weimer has ac- | 
Dilger Hardware 
Store, 11645 Hamilton Ave., De- 
troit, Mich. He will operate the 
business as the Weimer Hard- 
ware Co. 





H. C. Meyer, who engaged in Harry Bayley has purchased 
the general store business at | hardware stock at Benkelman, 
Boyne Falls, Mich., for many |,Neb., and will move there to 
years, is opening a hardware | conduct the business. 
store in Petoskey, Mich. 


Buckendahl Hardware Co., 
Plainview, Neb., closed for sev- 
eral months, has been reopened 
with Edward Buckendahl in 
charge. 


Marvin E. Bitner has _ pur- 
chased the store formerly owned 
by Lewis E. Best, in Fulton, 
Mich., and has acquired Mr. 
Best’s hardware stock, to which 
he has added additional stock. 





| 

F. W. Hesselsweet, formerly | 
engaged in the hardware busi- | 
ness in New Era, Mich., has pur- 
chased the hardware stock of 
Vannett Bros., and will continue | 

the business under his own name. — 


NEW JERSEY 
William P. Friend, Pompton 
Lakes, N. J., has remodeled and 
enlarged his hardware store. 


—- | Hansen’s hardware, paint and 

decorating materials store has 

MINNESOTA moved to larger quarters at 414- 

The Nels Lundgren hardware | 416 Watchung Ave., Plainfield, 
and furniture store in Atwater,| N. J. Mr. Hansen’s sons, Ray- 
Minn., was recently damaged by | mond Hansen and Albert Han- 
fire. | sen, assist him in the business. 
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A. M. Griffin Co., hardware 
store of Somerville, N. J., 
has been succeeded by A. M. 
Griffin Hardware Co., Inc., and 
has added a wholesale depart- 
ment which will have three men 
in the field calling on the trade. 
A new building is being con- 
structed for the wholesale divi- 
sion. New Officers will be Louis 
Goldburg, president; _Irving 
Goldburg, secretary-treasurer. 


The hardware store of William 
G. Walker at East Orange, N. J., 
was damaged by fire April 28. 


Staller’s new store, 135-37-39 
East Wildwood Ave., Wildwood, 
N. J., opened April 20. 


NEW YORK 


The hardware and plumbing 
firm of Stimson & Bell, Bolivar, 
N. Y., has been dissolved, Mr. 
Stimson retiring from the busi- 
ness. 


The hardware firm of Linster 
& Crosby, Cobleskill, N. Y., has 
sold its store to Barney W. 
Bouck, former salesman for New 
York Power & Light and Rus- 
sell L. Selkirk, formerly with the 
utility company but for the past 
two years with a furniture re- 
tailer in Troy. 


Oliver Hardware Store, W. 
Main St., Endicott, N. Y., was 
recently remodeled and_ redec- 


orated. 


R. Hooker & Co., 226% E. 
Main St., Mt. Kisco, N. Y., was 
recently opened by Robert Hook- 
er. Mr. Hooker was for more 
than ten years employed by Car- 
penter’s Hardware, Mt. Kisco. 


Frank W. Higgins, Scotia, N. 
Y., has purchased the hardware 
store of the late Gilbert Max- 
well, Cambridge, N. Y., and will 





continue the business under the | 


name, the Maxwell Store. 

The firm of Higgins and Gil- 
gore has dissolved partnership. 
Charles Gilgore and his son Wil- 


liam R. Gilgore will continue to | 


operate the business under the 
firm name of Charles Gilgore & 
Son in the same location in Sco- 


tia, N. Y. 


The firm name, Harris & Lane, 
Inc., is now 
Inc., with Owen E. 
manager. 


Harris as 
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Herbert S. Billington opened 
a Fort Plain, N. Y., store in the 
Farmers’ and Mechanics’ Bank 
building. 


NORTH CAROLINA 
W. P. Rose has opened a hard- 


ware store in Goldsboro, N. C. 


The Henderson Hardware Co., 
Monroe, N. C., has moved into 
the Dillon Bldg., S. Main St. 
The company, recently incorpo- 
rated, purchased the stock of the 
Milton Hardware Co. 





OHIO 


F. S. Allen & Sons, Wayne, 
Ohio, have purchased the hard- 
ware stock and fixtures of Joseph 
Manier, Jr., Versailles, Ohio, and 
will operate that store in addi- 
tion to the Wayne store. The 
Versailles store will be known as 


the Allen Hardware Co. 


James Mertz has acquired the 
hardware store of George Roth- 
rock, Ada, Ohio. 

Zeis Hardware, Carey, Ohio, 
has moved to the Nachbar room 
on S. Vance St. 


J. M. Coopersmith has sold 
his hardware store at Jackson 
Center to Foster E. and John 
William Knop, of Lima. Addi- 
tional stock is being added and 
the interior of the store is being 
remodeled. 

Booth Hardware Co., Canton, 
Ohio, has moved from Cleveland 
Ave. and 12th St. N. W., to 
Cleveland Ave. and 23d St. N. 
W., where larger space is oc- 
cupied. 

Stotzer Hardware Co., Arch- 
bold, Ohio, will build an addi- 
tion to its store which will give 
the firm a floor space of approxi- 
mately 14,000 square feet. The 
addition will be used for ware- 
house purposes with the front of 
it being used for display pur- 
poses. 


The W. W. Wilson & Son 
| hardware store, W. Court St., 
Washington Court House, Ohio, 


Harris Hardware, | 


will be extensively 
and will be enlarged. 
The West End Hardware store 
of Ashtabula was sold by F. C 
Redman to E. W. Bowersox, ol 
New Bethlehem, Pa. Mr. Red 


remodeled | 





| ware firm, has recently completed 


man, the retiring owner, has not | 
announced future business plans. 


Amos Mellinger opened 
hardware store in Cornersburg, 
Ohio, on the Youngstown-Can- 


field Road. 


a | 


The Chandler Hardware Co., 
Sylvania, Ohio, recently cele- 
brated the 45th anniversary of 
the founding of the business. 





OREGON 
G. K. E. Forde is opening a 
hardware store, under the name 
Pine Valley Hardware Co., in 
Halfway, Ore., handling hard- 
ware, furniture, etc. 


PENNSYLVANIA 


H. E. Levine has purchased the 
hardware store formerly operated 
at Homestead, Pa., by Nebo 
Brothers. 


The Mahoning Hardware Co., 
Punxsutawney, Pa., recently 
opened a branch store in Marion 
Center, in charge of Samuel 


Madelia. 





TENNESSEE 


Lawrence H. Armstrong, 416 
Union Ave., Knoxville, Tenn., 
hardware dealer, is opening a 
larger store at 405 Wall Ave. 
L. H. Armstrong, Jr., will man- 
age the new store, while he will 
manage the Union Ave. store. 


TEXAS 
J. L. Tidwell, with the Mid- 


land Hardware & Furniture Co., 
Midland, Tex., as salesman for 


*17 years, has succeeded the late 


S. R. Weaver as manager of the 
business. 

Richard A. Kella has been ap- 
pointed manager of the hardware 





and paint department of the 
Clem Lumber Co., Dallas, Tex. 
VIRGINIA 
Lum’s Hardware and Plumb- 
ing Supply Co., Inc., 517-519 
Park Ave., Brambleton, Va., was 
badly damaged by an_ early 


morning fire recently. 


WISCONSIN 
J. J. Stangel Hardware Co., 
8th and Quay Sts., Manitowoc, 
Wis., wholesale and retail hard- 


a two-story addition to its parts | 


department, the new space mea- | 
suring 45 by 86 feet. 


WYOMING 
Lawrence Winterling has sold | 
his hardware store in Powell, 


Wyo., to James F. Bourret. 


HOWARD YOUNG HEADS 
ZINC INSTITUTE 


Howard I. Young, president 
of American Zinc, Lead & Smelt- 
ing Co., also president of Ameri- 
can Mining Congress, was elected 
president of American Zinc In- 
stitute at the 17th annual con- 
vention of the Institute in St. 
Louis April 22 and 23 at the 
Hotel Statler. Mr. Young suc- 
ceeds R. M. Roosevelt of New 
York. 

Officers elected with Mr. 
Young are: C. M. Chapin, Jr., 
St. Joseph Lead Co., New York, 
first vice president; John A. 
Robinson, Commerce Mining & 
Royalty Co., Miami, Okla., sec- 
ond vice president; James A. 
Caselton, St. Louis Smelting & 
Refining Co., treasurer; E. G. 
Gent, New York, secretary. 

A paper by Oliver W. Roskill 
of London, England, which was 
read in his absence, was a resume 
of conditions affecting world pro- 
duction and consumption of zinc. 
Mr. Roosevelt and C. S. J. 
Trench were speakers at the con- 
vention. 

The Institute approved the ap- 
pointment of a committee to 
prepare a stabilization plan for 
the zinc industry to be submit- 
ted to the Zinc Code Authority. 


LORDSHIP SKEET DATES 
SET FOR JUNE 29-30 


Lordship, the home of the 
Great Eastern and _ National 
Telegraphic Skeet Champion- 


ships tournament, for the past 
six years, will assume a different 
complexion this year. Previously 
held in September, the dates 
this year have been changed to 
June 29 and 30, according to an 
announcement by Roy C. Swan, 
chairman of the tournament 
committee of the Remington 
Gun Club, the _ organization 
which sponsors the series of 
championship events on _ the 
Lordship shooting grounds at 
Stratford, Conn. The National 
Telegraphic Individual Cham- 
pionship will be discontinued. 

Both changes were made in 
the desire to work in close co- 

with the National 
Shooting Association, 


operation 
Skeet 

which is holding the first series 
of National Shoulder-to-Shoulder 
Skeet Championships at Cleve- 
land, Ohio, during the week of 
August 25 to 31. The program 


| this year will be substantially 


the same as last year. While no 
definite decision has been made 


| it is likely that the National 


Telegraphic Team Championship 
(five man) will be retained on 


| 
| the program. 
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From now until June 30th, 


you get 10% extra profit on Gem 
Singledge Blades. We give you | package of 5 
blades absolutely free with each card of 10 
packages. 
Millions of Gem Micromatie Razors distrib- 


uted during the past few years are hungry for 


PACKAGE OF WITH EACH PACKAGES 
0 BLADES CARD OF 









| MIT ROMATIC 


—— ae 

















Gem Blades. 25 million readers per issue are 
seeing the Gem story in all the leading maga- 
zines and newspapers. 

Take advantage of Gem’s greatest selling drive. 
Take advantage of Gem’s extra-profit offer. 
Get your 10% free goods. Order generously 


Ra 
from your wholesaler today. 


CODE 


THIS OFFER APPLIES TO GEM SINGLEDGE BLADES ONLY AND EXPIRES JUNE 30th. 





Gem Safety Razor Corp., Distributor, Brooklyn, N. Y. 


GEM S724 BLADES 


MAY 23, 1935 
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What's New 


for Retail 
Hardware Stores 


Wirt Company Has 
Dim-a-lite Display 


Wirt Company is offering an attrac- 
tive display card, holding six Dim-a- 
lites wrapped in Cellophane and tell- 
ing a complete story about the prod- 
uct’s usefulness. The Dim-a-lite at the 





top may be unwrapped and hooked up 
to an extension cord and plug, free 
upon request, for demonstration pur- 
poses. Literature accompanies each 
display. Wirt Company, 5221 Greene 
St., Philadelphia, Pa. 


Pyrene 2 Qt. Pressure 
Type Fire Extinguisher 


The Pyrene two quart vaporizing 
liquid fire extinguisher is discharged 
by air pressure delivering a fan shaped 
spray as well as a solid stream. Known 
as the Pyrene 2-quart Pressure Type it 
is recommended for incipient fires in 
all classes of material, especially for 
flammable liquids and electrical fires. 
Has special combination nozzle and is 
ruggedly constructed throughout of cop- 
per and brass, top and bottom castings 
are securely fastened to an inner and 
outer seamless shell, forming two cham- 
bers. Inner holds air under pressure, 
outer chamber contains fire extinguish- 
ing liquid. Has no built-in pump and 
air pressure is renewable at any air 
line having pressure of 100 Ibs. or 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


| 0 eee eee eres 














more. Weighs 164% lbs. when fully 
charged and is 18 in. high and 5 in. 
in diameter. Operated merely by open- 








ing operating valve on top of extin- 
guisher and controlling combination 
discharge nozzle. Nozzle produces solid 
stream when opened wide and fan- 
shaped spray when opened partially. 
When nozzle lever is released it serves 
as temporary shut off. Fan-shaped 
spray instantly vaporizes liquid displac- 
ing oxygen and smothering fire. List 
prices, $40.00, $43.00 and $44.00 ac- 
cording to finish. Dealer discount 40 
per cent. Pyrene Mfg. 'Co., 560 Bel- 
mont Ave., Newark, N. J. 





Aeroflite Streamlined Coaster 


Aeroflite is a coaster built on aero- 
dynamic principles and is an adapta- 
tion of streamlining in the coaster 
field. The body is a one-piece, solid 





steel stamping of heavy construction. 
Headlights recessed in body. The steer- 
ing device in front fits through a slot 
in the body and is built around the 
one-piece fifth-wheel construction, which 
eliminates the necessity for bracing, 
permitting easy, accurate steering. The 
body is 14 by 38 in., bolted to the 


lower frame, and is quickly assembled. 


Yale Develops 
Two Padlocks 


The Yale Junior Padlock No. 240, 
recently announced by The Yale & 
Towne Mfg. Co., Stamford, Conn., is 
described as the “Warded Secure” type, 
differing from other warded locks in 
that it cannot be operated by stripping 
the key, by skeleton key or bent wire. 





Yale Junior No. 240 


The manufacturer states that this pad- 
lock has a 1%4-in. case of die-cast metal, 
finished in mahogany lacquer, shackle 
of cadmium plated steel, %4 in. in diam- 
eter, with 13/15-in. clearance, two cor- 
rugated steel keys with each lock. 
Packed one-half dozen in a box. The 
manufacturer states it is built to retail 
at 25c. 





Yale Junior No. 15 


Yale Junior Padlock No. 15 has a 
1%-in. steel case with bright cadmium- 
plated finish. Malleable iron schackle 
is 7/32 in. in diameter, cadmium-plated, 
11/16-in. clearance, warded lever tum- 
bler, two flat steel keys. Packed one 
dozen in a box. The manufacturer 
states it is made to retail at 15c. The 
Yale & Towne Mfg. Co., Stamford, 


Conn. 
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Millions Are 
Looking For a 
Place To Buy This 


Famous 


CAN OPENER! 


With 2,503,857 Satisfied 















Now DAZEY De Luxe 


All patents and other assets relating to this famous can Bago 
are now the property of the DAZEY CHURN & MFG 

Consequently, the former manufacturers selling plans a 
been discontinued. In accordance with the unvarying policies 
of this company, DAZEY DELUXE WILL BE SOLD EXCLU- 
SIVELY BY RECOGNIZED JOBBERS AND DEALERS 


hereafter. 








Users 


HE first successful can opener of its type and, in 

spite of numerous imitations, the unique DAZEY 
DeLuxe (formerly SPEEDO) Can Opener is still the 
highest development of its kind. After 5 years on the 
market, it still consistently outsells its field—even out- 
distances can openers selling for as little as 1% its 
price or less! But, no wonder! Never was any house- 
hold device half so well advertised—so universally known and 
wanted! 
Millions of copies of leading magazines have carried powerful 
ads into homes the country over. It has actually been demon- 
strated in approximately 15 million homes and a big percentage 
of those who did not buy at once will gladly do so now when 
they learn where to get it. Best of all, nearly 3 million more- 
than-satisfied users have demonstrated and recommended this 
clever machine to several times that many friends and neighbors 
who also want to buy. With such an enormous ready-made 
market evenly distributed the country over—sure you can sell 
DAZEY DeLuxe! Who couldn’t! 


And 2 More Quality Models 
Priced for Record Sales 


Great as the demand has always been and always will be for DAZEY DeLuxe there is 
still a tremendous market for can openers of real quality in the intermediate and lower 
price ranges. To supply this demand, you know you are offering the very best possible 
values in their respective price ranges when you sell DAZEY Senior at $1.39* 


and DAZEY Junior at 69c*. Both employ the same efficient principle as 
fp Te seeseeeeseee eee eee sees ese eeeeeeeeseen 


DAZEY DeLuxe and the lower price is made possible only through simplified 
construction, not by cheapening materials or workmanship. No stock of 
household accessories is complete without a liberal supply of these 2 fast 
selling numbers. 


CHURN & MFG. 
DAZE i "COMPANY 
4109 Warne Ave., St. Louis, Mo. 


Pea ee ee eee 
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ASK FOR DEMONSTRATION 


UFACTURED BY 40 
O4ZeY CHURN Wer: CO. ST. LOUIS 


Just order 2 each of the 3 DAZEY Models 
from your jobber and get this handsome 
display and demonstrating stand absolutely 
FREE. ORDER FROM YOUR JOBBER 
AND THEN MAIL COUPON TO FAC- 
TORY FOR YOUR STAND. 


THE DAZEY CHURN & MFG. CO. 

Dept. E-10 

4109 Warne Ave., St. Louis, Mo. 

We have ordered 2 each (or more) of the 3 DAZEY Can 
Openers. Rush our FREE Display-Demonstrator. 


I IID a :s':215.a.-WicioG, the degeemeediaeata a dceearnia duke ae 
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Bond Offers Compass 
And Pedestrian Flashlights 


The Bond No. 2207 two-cell focus- 
ing compass spotlight has belt clip and 
is equipped with compass built into 
end cap. List price with batteries 
$1.55, packed in compact and attractive 
counter display comprising four units. 
Supplied only in unit packages of four 





this light has a dealer net price of 
$3.52 per package less batteries. Bond 
Pedestrian Spotlight is a focusing spot- 
light with belt clip and special red sig- 
naling lens fitted into the end cap. 
Designed to permit pedestrian on a 
highway at night to light the way be- 
fore him and at the same time notify 
motorists of his presence by the red 
reflected light. List price $1.45 with 
batteries. Offered in special counter 
display carton of four units. Costs 
dealer $3.36 less batteries for unit 
package of four. Bond Electric Corp., 
257 Cornelison Ave., Jersey City, N. J. 





Frigidaire Announces 
Air Conditioning Units 


The air-conditioning division of 
Frigidaire Corp. announced through J. 
J. Nance, manager, two air-condition- 
ing units—the Frigidaire SC-40 and the 
Frigidaire SC-80—which have gone into 
production and field warehouses shipped 
stocks. The manufacturer states these 
units are self-contained and equipped 
with thermostatic controls and outside 
ventilation with air filters. The SC-40 
has approximately three-eighths of a ton 
refrigeration capacity and the SC-80 
approximately three-quarters of a ton. 
Both are designed for individual in- 
stallations, particularly in homes and 
offices, and are suitable in hotel rooms, 
hospitals and retail shops. They are 
available in buried walnut shells and 
are of conventional design. Mr. Nance 
states the suggested retail selling price 
of the smaller unit will be $420, f.o.b., 
Dayton, and the larger one, $579. 
Frigidaire Corp., subsidiary of General 
Motors, Dayton, Ohio. 





Compensated Spray Hose 


This compensated spray hose is said 
not to expand. In the new construc- 
tion the unequal ply stresses set up in 
the wall of the hose by longitudinal and 
lateral tension incident with operation 
are said to be compensated and made 
equal. Construction comprises two 
strength members, a braided cord mem- 
ber for longitudinal stresses and a 
spiralled strength member for expan- 
sion and lateral stresses, both welded 
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CHEMICAL- 
RESISTING 
RuBBER —— 
INNER TUBE 






CORD BRAID — 





RUBBER CUSHION —; 
PATENTED SPIRAL | 
STRENGTH MEMBER 


RUBBER CUSHION + 





CORD BRAID — 


TOUGH WEAR 
RESISTING 
SUN-PROOF 
cover ———> 











Pat. Applied tor 





in tough age-resisting rubber. Balanced 
construction designed to eliminate fric- 
tion and chafing. Illustrated is a dia- 
gram showing construction. The Man- 
hattan Rubber Mfg. Division of Ray- 
bestos-Manhattan, Inc., Passaic, N. J. 





New Andy Sponge 


The American Sponge & Chamois 
Co. now has an Andy Sponge as a com- 
panion to Anna Sponge introduced sev- 
eral months ago. Like Anna Sponge, 
each Andy Sponge is sterilized, wrapped 





in Cellophane, includes a colorful pack- 
age booklet and has a handy hanger 
tape. Andy Sponge basket displays are 
provided as are small counter and win- 
dow cards. Andy Sponges are suitable 
for heavy-duty clean-up tasks around 
the home and for washing cars. The 
American Sponge & Chamois Co., Inc., 
47 Ann St., New York, N. Y. 





Diamond Lag Screw 
Expansion Shields 


Folder No. 209, issued by Diamond 
Expansion Bolt Co., explains and illus- 
trates their lag screw shield, its op- 
eration and construction. The manu- 
facturer states its shield is made of 
high-grade malleable iron, galvanized 
by the Diamond Hot Dip Process, which 
insures highest resistance against rust. 
The Diamond Expansion Bolt Co., Gar- 
wood, N. J. 


Moonbeam Traffic Signal 
Or Fender Finder 


Shepard & Moore have a traffic sig- 
nal finder convertible into a fender 
finder, which is now available to the 
hardware trade. To use Moonbeam as 
a signal finder, moisten concave side of 


Ny 





co TTT 


rubber cup and press firmly against 
inside of windowshield glass, two or 
three inches from left edge near top. 
As a fender finder, turn thin edge of 
Moonbeam lens up, place on same side 
of windshield as fender. Determine 
proper position by moving Moonbeam 
on shield until best view is obtained. 
The maker says it is especially useful 
on 1934-5 cars. Shepard & Moore, Inc., 
1514 Prospect Ave., Cleveland, Ohio. 





Punch and Chisel 
Kit No. 1011 


Peck, Stow & Wilcox have recently 
added to their line of mechanic’s hand 
tools a Punch and Chisel Kit No. 1011, 
which is made up of popular numbers 
for the hardware and automotive trade 
and for home and farm use. The man- 
ufacturer states the punches and chisels 
are forged crucible steel, octagon, prop- 
erly hardened and tempered. Red 
enamel finish with polished blades and 
tapers. Furnished with reenforced can- 
vas roll with retaining straps. Weight 
per kit is 3% lb. Packed six bits to 
a carton. The suggested retail selling 
price per kit is $2.19 and the dealer’s 
cost per kit is $1.46. The Peck, Stow 
& Wilcox Co., Southington, Conn. 
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IT STOPS SIDEWALK TRAFFIC 


AT YOUR WINDOW 
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Use This AMERICAN FENCE DISPLAY 


T WILL work for you as it does for other American Dealers. When- 
Seven eee ever a farmer sees this display in window or in store you have a 
BRILLIANT PIECES fence and post prospect. It lines up all the selling features showing 
TO HELP YOU GET American superiority and does it very simply—very convincingly, 
because it sticks to Facts. Write to us about it today or ask the Ameri- 
MORE BUSINESS! can Salesman who will also give you a presentation of the full line 

of American Dealer Sales Promotion and Advertising Helps. 


AMERICAN STEEL &® WIRE COMPANY 


208 S. LA SALLE STREET, CHICAGO + + EMPIRE STATE BUILDING, NEW YORK 


Pacific Coast Distributors: Offices in All Principal Cities Export Distributors: 
Columbia Steel Company, Russ Building, San Francisco United States Steel Products Company, New York 
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; BUSY-FILLING 
\. \\ THESE SHELVES 


Amazing Stock Turn 


Makes Silex the Find of 
the Year 






$9.95 


Everyday kitchen model 
This is the Silex year. Each season some 
houseware catches the popular eye, develops 
an amazing turnover, and piles up profit for 
dealers. 

The Everyday Kitchen Model, in six and eight 
cup size, with a convenient molded handle in 
black or red, and trimmed to match, retails at 
$2.95. It brews directly over an open flame— 
for this is the coffee maker featuring Pyrex 
brand glass. The popular electrical model, with 
exclusive “quick cooling” stove for timing 
coffee infusion, sells at $4.95. 

Silex is the coffee brewing sensation of the 
year. Let us tell you how to cash in on this 
product’s popularity. Simply write today. 


FAlLeX 


‘Trade Mark Res. U. S. Pat. Ome 


Glass Coffee Maker 


Exclusive features of Silex covered 
by more than 30 patents 


eu Viail Todayaumm 


THE SILEX CO., 

Dept. H.A.-5, Hartford, Conn. 

Please tell me more about the fast-moving 
Silex Everyday Kitchen Model. 
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Five Room Steel House for $2000 


(Continued from page 41) 


effects include the embossing or 
corrugating of the steel panels, 
ribbing or fluting them, enamel- 
ing them in a flat or high luster, 
finishing them in a solid color or 
shaded. Panel units can be 
secured with a porcelain enamel 
finish. 

The structural joint provides 
for expansion and contraction 
with changes in temperature. 





A new type of modern house, 
developed by the Berger Mfg. Co., 
Canton, Ohio, subsidiary of Re- 
public Steel Corpn., was intro- 
duced in Washington on May 6. 
The entire skeleton of the house 
is of steel frames which can be 
completely erected in two days or 
less. Pre-fabricated materials are 
utilized throughout. Four weeks 
after the first bolt is tightened, 
the house will be finished and 
ready for occupancy. 

The house being erected in 
Washington will be priced at 
$6,950. This includes not only 
the house itself, but the lot, land- 
scaping, sewer and water con- 
nections, sidewalks, drives — in 
fact the complete property. The 
moderate cost of the houses is due 
to wide use of the plant-fabricated 
materials which have been de- 
veloped during the past several 
years by building material manu- 
facturers. 

The house will be built of strip 
steel frame units and finished with 
common brick. Any type of ordi- 
nary building material, however, 
such as brick, lumber, stucco or 
stone can be used. The silver 
white, aluminum painted steel 
units also are adaptable to any 
architectural style or floor plan. 
This new house development has 
been designed to meet the demand 
for moderate priced homes created 
by the virtual stoppage of residen- 
tial building during the past half 
dozen or more years. It is 
authoritatively stated that there is 
a national shortage of at least 
1,500,000 homes. 

The house is modern in design 
and appearance and is the creation 
of Kastner and Stonorov, techni- 
cal consultants for the Berger 
company, who recently designed a 


280 apartment development in 
Philadelphia, the first limited 
dividend corporation housing 
project completed under PWA. 

The steel wall frame units for the 
houses are rectangles, 3 ft. wide 
and of desired ceiling height. 
Steel window and door frames 
are shop-welded into rectangles of 
the same size, making all frames 
interchangeable. The frames are 
bolted to the foundation and to 
each other, and steel floor and 
roof joists bolted to the rectangu- 
lar wall frames, making a com- 
plete, rigid, steel skeleton for the 
whole house. The entire house is 
encased in a l-in. sheathing of 
cork before the exterior finish is 
applied—insuring complete  in- 
sulation. 

In keeping with modern archi- 
tecture, roofs of the Washington 
houses are flat and basements have 
been eliminated. The houses can 
be built with a basement and any 
type of roof. The exterior will be 
white painted brick with stucco 
front entry and porch. Room ar- 
rangement eliminates all waste 
space and reduces housekeeping 
to a minimum. 

One of the ingenious features of 
the house is a plumbing stack or 
chase, a self-contained box-like 
unit containing all water pipes, 
vents and flues which serves both 
the kitchen and bath and becomes 
an actual part of the wall. 

All kitchen equipment is placed 
along one wall. A gas heating 
air-conditioning unit is at one end, 
followed by a gas range, laundry 
tub, sink, and mechanical refrig- 
erator, all of which are of table 
height and can be used as a con- 
tinuous working surface. A steel 
broom closet is also included. 

Hot or cold air, depending on 
the season, is circulated through- 
out the house in ducts built into 
the steel frame. Used air is with- 
drawn into inconspicuous, attrac- 
tive grilles and carried through 
the walls, floors and ceilings of 
the house, insuring even tempera- 
ture. 

The Berloy steel-frame houses 
will be marketed through regular 
building material distributors. 
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The Iron Horse 
weighs only 34 
pounds, It stands 
only 9% inches 
high, 14 inches 
long, 11% inches 
wide — and de- 
velops % horse 
power. 


THE ARISTOCRAT OF SMALL GASOLINE ENGINES » MADE BY THE BUILDER OF THE WORLD FAMOUS “SEA-HORSE” OUTBOARD MOTORS 
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eo 


N MOST every territory farm sales of 

washing machines are going up and 
up. It’s new business, profitable busi- 
ness. Now it’s up to you—and the factory 
that builds your line —to supply these 
farmers with the new, dependable en- 
gine they’re asking for. 


It’s up to you—to show them an Iron 
Horse equipped washer that looks quali- 
ity, acts quality and stays quality. 

It’s up to you to show them something 
that is not available elsewhere at a lower 
price! 

It’s up to you— to ask your manufac- 
turer for an engine that will make your 





washing machine STAND OUT and 
away from the crowd. 


WHY THE IRON HORSE IS A BETTER 
GASOLINE ENGINE: Better appearance... 
less vibration, runs smoothly ... weighs less... 
more compact... quieter operation... runs 
steadily, positive governing ... nation-wide 
service ... sales appeal beyond a doubt. 


Johnson Motor Company 
1820 Pershing Road, Waukegan, Ill. 


Canadian Johnson Motor Co., Ltd., Peterboro, Canada 


l/ron Horse 


Division 











Here’s cutlery 


THAT WOMEN REALLY 


WANT! 





THEY SELLTHEMSELVES 
when you display them 
in this brand new Rem- 
ington display cabinet. 
Cards in color above, 
knives explain uses. 
Cabinet in back holds|* 
reserve stock, assorted. 
Displays 1\4 dozen. 
This display is almost 

as effective as a real i 

demonstrator. 





THERE’S plenty of reason 
for the growing popularity of 
Remington du Pont cutlery! 
It’s made to appeal to the shop- 
per... attractively formed 
handles, mirror-finished blades 
that look sharp and are sharp, 
and a delicate “balance” that 
makes these knives so easy to 
use. When a woman buys one 
Remington, she doesn’t stop 
until she has a full set. They’re 
different —they’re better, and 
prices are well in keeping with 
modern budgets. Get full in- 
formation today. Remington 
Arms Co., Inc., Cutlery Div., 
Dept. G9, , Bridgeport, Conn. 


“Famous for their Razor- 


sharp edges’”’ 


Remington, 
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Mono Knows His Mariners 


(Continued from page 37) 


palaces he may be heard calling 
“ship ahoy” before stepping from 
place to place. It seems to be just 
a natural courtesy, one that is ex- 
pected and appreciated. 

Marine hardware embraces a 
wide range of merchandise and 
includes paints, varnishes and 
brushes, anchors, lanterns, deck 
irons, and practically every item 
for replacements aboard ship. 
Rope, mops, pails and all items 
for the maintenance of ship equip- 
ment; the complete list would 
run to extreme length. The larg- 
est single line seems to be the 
various paint and varnish require- 
ments. Sailors are forever paint- 
ing and cleaning, and the average 
large ocean-going yacht would put 
several large homes ashore to 


shame for the quantities used in 
keeping it in trim. 

Not all hardware dealers can 
enjoy the business of the yacht 
owners, but Henry Mono’s experi- 
ence in cultivating his customers 
and his example in making a large 
number of friends, never neglect- 
ing them in their needs, are ones 
that may be applied anywhere— 
on the coast or inland. 

An adequate stock, a full knowl- 
edge of its use as well as its sell- 
ing points, and friends that have 
been cemented to him by years of 
genuine service have made Henry 
Mono a welcome personality on 
any dock, shipyard, deck, galley 
or engine room in New London. 
It’s a good combination for any 
merchant. 





“Here's How” Gadget Shop 


(Continued from page 49) 


own hand, a card telling regular 
customers the news. Many women 
of wealthy families who dislike 
being seen at a “market” go to 
Miss Foxe’s shop through the back 
door. She takes particular note of 
these people—many are inveterate 
“gadget” hunters, and their names 
are worth having on her mailing 
list. 

Seldom using food or liquids in 
her demonstrations, Miss Foxe has 
some items wrapped in Cello- 
phane, showing how a “gadget” 
can cut, decorate or prepare them. 
Near a cheese slicer a customer 
finds a wrapped package of cheese 
which has been sliced with the 
device. Usually there are samples 
of cookies turned out with a cooky 
press, also wrapped in Cellophane 
and placed near the press. Meat 
choppers, pea shellers, ice cube 
crushers, and other items which 
are clamped to the table are now 
placed inside the booth so that 
customers may see them without 
bumping against them. Handles 
of all items on display are placed 
toward the customer, thereby in- 
viting inspection. 

Although willing to obtain 
“gadgets” not in stock, Miss Foxe 
finds that her selection usually 


meets the needs of “gadget” hunt- 
ers or collectors. Many folks hav- 
ing a few spare moments will 
spend them looking at “gadgets,” 
ending up by buying some of 
them. Lately very few of the items 
on the counter have carried prices 
—this to encourage people to 
make inquiry, permitting the pro- 
prietor to give a sales talk. 

Sales tend to be better toward 
evening—when women are going 
home from a shopping tour, re- 
turning from a matinee or buying 
food for supper. Saturday after- 
noons are also very productive of 
sales. 

To many hardware men the pos- 
sibilities of a “gadget” shop are 
worth serious consideration. Space 
in the hardware store is a prob- 
lem, but a “gadget shop” some- 
where in your store would build 
traffic and make the cash register 
ring, thereby making it worth 
while to start such a department. 
For appearance sake, a banner or 
neatly lettered sign reading “Gad- 
get Shop” would be helpful. 
Maybe your trade would prefer to 
have prices on all items—that is 
a matter of location and type of 
trade. Certain it is that prospec- 
tive hostesses would make a “bee 
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line’ for your “gadget shop” 
whenever anticipating a bridge 
party—and sales would be possi- 
ble on grand as well as “booby” 
prizes for men and women. Then, 
too, there would be sales for anni- 
versaries, Christmas and other 
gift days. 

A “gadget shop” would be bet- 
ter if presided over by a woman 
who is able and willing to tell 
people “here’s how.” You could 
stock such a department with 
many items now in your stock and 
could add others—mostly in the 
lower price brackets. Here are a 
few suggestions for stocking a 
“gadget shop”: Egg beaters, cock- 
tail shakers, cork pullers, bottle 
openers, corkscrews, tea balls, egg 
cutters, cheese graters, cheese 
slicers, ice cube tongs, ice cube 


crushers, salt and pepper shakers, 
potato peelers, apple corers, soap 
dishes, tea strainers, oven ther- 
mometers, wall or table thermom- 
eters, golf scoring devices, per- 
petual calendars, sippers, and any 
number of other items of both use- 
ful and novel type—mechanical 
or otherwise. Where practical, it 
is better to have several different 
types of openers, peelers, tongs, 
and beaters—in a varied price 
range. 

When Miss Foxe’s shop was 
opened by her predecessor, a small 
newspaper advertisement was in- 
serted. New merchandise today is 
announced by mail, and for the 
convenience of customers the reg- 
ular delivery service of the mar- 
ket takes purchases to customers’ 
homes. 





This Town Got a Swimming Pool 


(Continued from page 39) 


Mr. Crary asked the city attorney 
to draw up a petition that the 
voters might sign, asking that 
bonds amounting to $25,000 be 
floated to build a municipal swim- 
ming pool. Boys and girls were 
organized in every ward to circu- 
late the petition. The first: peti- 
tion was turned down by the bond 
company because it had two 
propositions in it: to buy land 
and build a pool. Another peti- 
tion was prepared by the bonding 
company, this time to build a 
pool. The petition did not attempt 
to locate the pool for fear of dis- 
agreement among those who 
wanted it here and those who 
wanted it there. The second peti- 
tion went over fine. Later at the 
November elections, a thorough 
organization got out the vote of 
those who signed the petition and 
the proposition was assured. Mr. 
Crary asked about ten boys and 
girls to get excused from school 
to work near the polls on election 
day. About 50 played hookey 
and worked like Trojans. 

In the spring of 1931, the 
Municipal Pool, 60x 150 ft., was 
built in McHose Park. It has a 
filtering system that changes the 
water every eight hours, properly 
chlorinated and cleared so that the 
bottom may be seen at any depth. 
Fifty feet of deep water, one 


MAY 23, 1935 


hundred from five to three and a 
half feet deep, so one may swim 
the whole length. There are wide 
cement walks, springboards, out- 
door dressing rooms where the 
sun gets in and keeps everything 
sanitary; an office and check room 
and inspection room. Everyone 
must strip and take a soap and 
shower bath before putting on a 
bathing suit and entering the pool. 

The pool has a competent force 
of life guards and attendants, com- 
posed of boys and girls, graduates 
from the Boone high school in 
charge of “Pop” Irwin. It is used 
not only by local people but by 
those from other localities as far 
as Des Moines. Many tourists 
along the Lincoln Highway come 
to the pool. The kiddies have a 
wading pool that is free and 
filled from the main pool. It is 
emptied daily. 

The pool is not a money-mak- 
ing venture, but it eases the minds 
of Boone parents when they know 
their children are safe from 
drowning and getting healthful 
exercise in clean water and good 
surroundings. 

“Was it worth while for me,” 
asks Fred Crary, “aside from the 
health standpoint and the fun I 
got out of doing it?” He an- 
swers: “Frankly there has been 

(Continued on page 76) 
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Reflector-Hardware Corp. 
Offers Screen Wire Rack 


This fixture display and stocks full rolls 
in all sizes of screen wire, giving general 
sales message and pricing size and grade. 
Size of fixture 47 in. long, 24 in. wide, 59 
in. high. Card frame at top to take card 
3% in. wide and 32 in. long. Accommo- 





dates all sizes of screen wire up to 42 
in. wide. Hooks provided on sides of fix- 
ture to accommodate a yard stick for mea- 
suring and a pair of snips fastened to a 
length of chain for cutting. Finished in 
statuary bronze. Dealer cost $14.75. Display 
fixture catalog No. 33D is offered by the 
company. Reflector-Hardware Corp., 22nd 
Place and Western Ave., Chicago, Ill. 


Double Acting Screen 
Door and Gate Spring Hinge 


Chicago Spring Hinge Co. offers this 
wrought steel double acting screen door 
and gate spring hinge. Designed for ap- 
plication to surface of door and hanging 
strip, it is suitable for screen doors or 





light weight gates for which an inexpen- 
sive hinge is desired. Suitable for doors 
1” to 1%” thick, supplied in bright black 
japaned, dull brass, oxidized copper, bright 
nickel and sanded oxidized plated finishes. 
Packed six pairs in a box with screws of 
same finish. Springs tempered steel and 
enclosed. Planished steel provides attrac- 
tive plated finish. Chicago Spring Hinge 
Co., 1500 Carroll Ave., Chicago, IIl. 


Sheffield Bronze Co. 
Has Improved Woodfix 


The Sheffield Bronze Powder & Sten- 
cil Co., Inc., states that dealers and 
jobbers are enthusiastic about the im- 
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manufacturer 


proved Woodfix. The 


has spent over two years improving this 
product to the point where it is smooth, 
easy spreading, quick drying, and free 





from pronounced shrinkage. Woodfix 
contains no nitrocellulose whatever. 
The company states it is absolutely 
waterproof, and takes all kinds of fin- 
ishes beautifully. Sold on a satisfac- 
tion guaranteed basis. Sheffield Bronze 
Powder & Stencil Co., Inc., Cleveland, 
Ohio. 


Hamilton Beach Offers 
June Bride Window Display 


Hamilton Beach Co. is offering a June 
Bride Window Display, measuring 20 in. 
in diameter, printed in color and mounted 
on cardboard. Die cut so it slips over the 
handle of the Hamilton Beach Food Mixer 





as illustrated. Display sent prepaid on 
request to any dealer handling the line. 
Special newspaper mat and consumer 
folder offered retailers to help “cash in on 
the bridal gift market.” Hamilton Beach 
Co., Racine, Wis. 


“Lively Lad” Weed Cutter 


The “Lively Lad” Weed Cutter has 
double edge blade of high grade saw steel, 
2% in. wide and 12 long. Legs of second 
growth ash, entire length of cutter 3 
ft. Blade resharpened without detaching. 
For use with one hand or both it cuts 
easily in both directions. May be used 


for cutting weeds, grasses, in fields, in 
and around trees, bushes, etc., and for 





trimming hedges, etc. T. J. Stump & Son, 
Ashland City, Tenn. 


Shelby Model AE350 
Streamline Bicycle 


This deluxe fully equipped streamline 
model has ivory black frame, red head, 
edged and striped in gold. Chrome fork 
and rims. Stainless steel guards. Straight 
side balloon tires. Streamline leather sad- 
dle. Texas steer bar. Built-in streamline 
light, Stewart Warner speedometer, chrome 
plated chain guard and siren. Model A350 
is the same but without light, speedometer, 
chain guard and siren. The company also 
offers men’s and ladies’ model Lightweight 
bicycles. The Lightweight models are il- 
lustrated and described in an attractive 12 
page booklet showing features of this line 
as well as cycling groups in action. The 
manufacturer offers a transfer window sign 
showing a young man and woman cycling, 
in colors, and indicates that the store is 
an authorized Shelby dealer. The Shelby 
Cycle Co., Shelby, Ohio. 
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Locks sections of track firmly and in perfect 
alignment. Standard equipment (No extra 
charge) with Wagner Garage and Barn Door 


Track. 






Showing simple ap- 
plication of clip. 
Slips in place 
without tools 
or tinkering. 
Easy, accurate 
installation as- 
sured, 






Joint is firmly lock- F 
ed and always in per- ot 
fect alignment by - rn 
merely sliding brack- o 
et over the Clip and 
ends of track. A 
weather-tite installa- 
tion is thus assured 
by eliminating open- 
ings formerly  ex- 
posed. 


The Wagner Self-Locking Clip for tubular track is a 
wonderful selling feature. Gives years of satisfying 
service and is extremely easy to install. This clip fur- 
nished without extra charge with Wagner Track is a 
feature hardware merchants appreciate. 


New building and remodeling 
activity in the city and on the 
farm has created a greatly in- 
creased demand for Wagner 
Hangers, Track, Garage and Barn 
Door Sets. The Wagner line 
meets today’s demand for im- 
proved door hardware. Write for 
latest catalog and name of near- 
est jobber handling this line. 


WAGNER MFG. CO., "iowa 











THE FAMOUS 


Onna sponge 


HE Andy Sponge display basket is sales dynamite. 
Vivid colors present product with smashing effect. 
This new big brother of the famous Anna Sponge is going 
places. 
Andy Sponge is cellophane wrapped 





has the handy 


hanger-tape and attractive instruction pamphlet, too. Larger 
in size than Anna Sponge—Andy retails for 50c, 75c, 
$1.00, $1.25 and up. Being bigger, Andy Sponge is 





equipped to render heavy-duty service to housewives who 
will look to him for easier, quicker, clean-up jobs around 
the house and on the family car. 

Ask your wholesaler to show you the Andy Sponge set-up. 
You'll like it—and you’ll make money with it, too. Now 
is the time to feature both Anna and Andy Sponge—when 
the ladies have spring cleaning on the brain. 


AMERICAN SPONGE & CHAMOIS CO., INC. 
47 ANN STREET, NEW YORK, N. Y. 


809 Montgomery Street, San Francisco, Calif. 
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For 


GARAGE 
DOOR 
HARDWARE 


for the popular 
modern overhead 


type door 




















The new low streamline cars 
have made the overhead lift 
type garage door more popular 
than ever... for either new 
construction or to convert old 
doors to overhead acting, 
ALLITH Forty-Ninety is the 
most efficient, economical hard- 
ware equipment. It will pay 
you to stock this number—/T 
SELLS! 




















ALLITH-PROUTY MFG. CO. 
DANVILLE, ILLINOIS 


76 








This Town Got a Swimming Pool 


(Continued from page 73) 


some method in my ‘madness.’ 
While being on the Park Board 
for the past 18 years, I’ve seen 
built and helped plan two base- 
ball diamonds, one athletic field 
for football and track, a skating 
pond and tennis courts and the 
pools. Being in the hardware busi- 
ness, it would not be surprising 
with all that work being done and 
material being used, that we would 
sell some builders’ hardware and 
sporting goods as they were 
needed? So did the other fellows. 
The contractors, Lippert Bros., are 
very good customers of ours.” 
Fred Crary was always athlet- 
ically interested. He started the 
first gymnasium of the Boone 
High School, attended a German 
Turnverein and evenings after 
school taught, in his father’s car- 
riage room, the use of Indian 
clubs, dumb-bells and work on 
parallel bars and vaulting horse. 
With the development of these 


sports in the schools the Crary 
Hardware Co. contacts the coach 
and physical director. The store 
has always carried sporting goods, 
and gives a trophy for inter-class 
swimming races. Annually the 
boys and girls, under the super- 
vision of their instructors, hold a 
water carnival and bathing suit 
style show in the high school pool. 
Three of the Boone dry goods 
stores cooperated with the Crary 
Hardware Co. and all sold many 
bathing suits, winter and summer. 

The experience of the Crary 
Hardware Co., like that of the 
citizens of Blue Mound, IIl., is 
one more proof of the benefit of a 
cooperative effort toward making 
the community a happy place to 
live. It all reflects a more cheer- 
ful attitude on the part of the 
people and that must be beneficial 
in a business way as well as a 
social one. 





Southeastern Assn. Convention 


(Continued from page 48) 


they want more than what they 
need,” he said, in pointing to rea- 
sons why and how 20 per cent of the 
merchants sell 80 per cent of the 
merchandise, whereas 80 per cent of 
the storekeepers sell only 20 per 
cent of the goods America buys. 

Thursday afternoon was devoted 
to an executive session for dealers. 

Friday morning, with President 
Truitt presiding, P! H. Noland, pres- 
ident Southern Plow Manufacturers 
Association and vice-president and 
general sales manager B. F. Avery 
& Sons Co., Louisville, Ky., spoke on 
the dealers angle of “Farm Imple- 
ment Problems of Today,” reviewing 
the policies of the implement trade 
much along the same lines as he 
had at the Miami convention of 
Southern Hardware Jobbers in April 
(see page 46, Harpware Ace, for 
April 25, 1935), adding various sug- 
gestions for dealers in the display 
and sale of implements. 

W. F. Nelson, Westinghouse Lamp 
Co., Atlanta, gave the concluding 
speech of the convention, on “Mer- 
chandising and Store Lighting.” “No 
element of merchandising and dis- 
play is more conducive to sales 
building than proper lighting; noth- 
ing else can so retard sales as im- 
proper lighting,” he declared, pre- 


senting factual records of where 
“better merchandising and better 
lighting have gone hand in hand to 
gain new customers and to regain 
old ones, particularly when com- 
bined with repainting and rearrang- 
ing the store, thereby creating a 
feeling of newness and prosperity 
that is impossible to attain any other 
way.” 

At the conclusion of Mr. Nelson’s 
address, Secretary Simmons intro- 
duced John L. Moore, Farmers Hard- 
ware Co., Madison, Ga., who, he said, 
so far as either he or Mr. Moore 
had been able to determine, held the 
Southeast’s record for continuity of 
membership. 

A resolution was then unanimous- 
ly adopted asking that NRA govern- 
ment be not further applied to retail 
hardware stores after the present 
act expires on June 16. 

The outstanding social event of 
the convention was the Jubilee Car- 
nival presented Wednesday evening, 
in the ball room of the Piedmont 
Hotel, convention headquarters, by 
the Beck and Gregg Hardware Co., 
Atlanta jobbers. The entertainment 
program was presented through the 
courtesy of the Atlanta Stove Works. 
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THE SYMBOL ° 
LOCK PROTECTION 











THE ILCO JUNIOR 


It’s Screen Door Time 
Sell ILCO CLOSERS 


You can make money now on screen 
door closers. Every customer can be 
sold one or more of these devices eas- 
ily. They add comfort to the home, 
protect health, and save wear and tear 
on screen doors. Just mention IIlco 
Screen Door Closers. 

Ilco Senior, built for heavier screen doors, 
has a heavy, solid brass barrel, bright 


finish, and adjustable checking speed. It 
gives excellent service. 


Ileco Junior, for lighter screen doors, also has 
the solid brass barrel, bright finish and is 
of the same fine material and workmanship. 


And the New IIco No. 650 





Ilco No. 650 is a liquid type unit with heavy 
duty power—strong helical spring and three 
point bearing—can be mounted in any nor- 
mal application without special brackets, 
without reversing springs—adjustable speed 
control. The last word in efficient, smooth, 
and powerful screen door closing control. 


A popular and profitable Closer 


INDEPENDENT LOCK COMPANY 


FITCHBURG 





MASSACHUSETTS 
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A MACHETE 


It Takes the Place 
of an Axe 
in South America 


A machete is used in tropical America for 
much the same purposes as we use the 
axe. With machetes the natives cut hemp, 
sugar cane, clear paths and cut the heavy 
underbrush. They prefer Collins machetes 
because experience has shown them what 
stamina and real cutting ability really are. 








OLD TIMERS 
swear by. 


these AXES 


To old timers “Collins” is a familiar name passed 
down to them—and now to the younger gener- |" 
ation—as an axe to swear by. That’s why ex- 
perienced axe users everywhere insist on Collins : 
—the axe they know is good. 


It’s hard to sell against such decided preference 
—but easy to meet the demand for these quality 
axes that practically sell on sight. 





Cut your sales costs and increase your sales by 
carrying the brand that ex- 
perienced users want — 
Collins. The line is com- 
plete—an axe for every 
purpose — and for every 
price range. If your job- 
ber cannot supply 
you, write us. 
























No. 143 
Horn-handled 
Machete 









Michigan 
Double Bit 





Collins Official 
Boy Scout Axe 


THE COLLINS co. 


COLLINSVILLE, CONN. 


AXES . HATCHETS . BUSH HOOKS 
HOES ‘ PICKS : MATTOCKS 
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ADVANCES BECOMING EFFECTIVE 


Manila and Sisal Rope 
Inexpensive Alarm Clocks 
Low-Priced Pocket Watches 
Some Lock Sets 


Soil Pipe 
Lead Shot 


Floor, Counter, Window and Radiator 


Brushes 


Blacksmiths’ Aprons 


DECLINES BECOMING EFFECTIVE 


Stock-Print Milk Bottle Caps 
Some Makes of Snow Pushers 
Annunciator Wire 


May 
23rd 
1935 


ADVANCES BEING ANTICIPATED 


Lamp Cord 
Axes 


Higher quotations on manila 
and sisal rope went into effect on 
May 16, a long foreseen consequence 
of the below cost selling of the past 
winter and spring, particularly on 
cheap manila rope. Evidently Amer- 
ican makers consider their troubles 
with low-priced Philippine imports 
on the way to an end, for the cur- 
rent rise is particularly sharp on 
No. 2 manila. The old and new 
base prices contrast as follows, in 
the east-central or “No. 2 Zone” 
area: 


No. 1 manila, now 15%4c. base, per 
pound, formerly 14.85c. 
No. 2 manila, now 13%4c. base, per 
pound, formerly 10.80c. 


ae 582 
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Percent of Increase or Decrease in 1935 Wholesale 
Hardware SALES as Compared With Corresponding 
Months of 1934. (National Averages.) 
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Leather Goods 


No. 1 sisal, now llc. base, per pound, 
formerly 10.80c. 

No. 2 sisal, now 914c. base, per pound, 
formerly 9.45c. 

The extras for sizes smaller than 
base (34 in.) have also been in- 
creased on No. 2 manila, to match 
the extras prevailing on No. 1 qual- 
ity. 

x * *% 


Low-priced alarm clocks and 
pocket watches were advanced by 
all leading manufacturers on May 
15. The mark-up on most of the 
staple sellers was at a uniform rate 
per clock, or per watch, equivalent 
to about 10 per cent. Any orders, 


NOV 
DEC 


HOW S the 


due to wholesalers at the old prices, 
have to be filled complete by June 
15, and it is assumed that this ad- 
vance must be passed along rather 
promptly to the trade. 

* * * 


Prices on carriage bolts, nuts, 
etc., are maintained by all leading 
makers with unusual steadiness, in- 
cluding the extras charged for di- 
rect shipments and for broken case 
lots, which are now becoming well 
established. After two advances on 
bolts from last year’s low mark, 
there is still a feeling among the 
important manufacturers that pres- 
ent levels are unprofitable, in view 
of reduced volume and much in- 
creased labor costs. Sales have 
been considerably affected by hold- 
ing up of orders from some auto- 
motive manufacturers and _ parts 
makers, due to strike conditions. 
Operations during early March on 
bolts, nuts and rivets were estimated 
at not over 45 per cent of capacity. 
Jobbing and retail sales have been 
at a much better rate. 

* * * 

Some manufacturers of lock 
sets have made a small general ad- 
vance, ranging from 10 and 15 cents 
per dozen on steel front door sets 
and on rim lock sets to 95 cents 
on bronze trim front door sets. This 
change follows a partial recovery 
late in 1934 from a very low priced 





Percent of Increase or Decrease in 1935 Wholesale 
Hardware STOCKS as Compared With Corresponding 
Months of 1934. (National Averages.) 


*Indicates decrease of 0.01 per cent. 


HARDWARE AGE 





(D 








period on lock hardware, and, with 
light winter demand, some jobbers 
may yet have low-cost carry-over 
stocks on hand. 


* * * 


Soil pipe manufacturers on 
May 2 advanced their prices 314 
points on extra heavy pipe and 114 
points on standard weight, making 
the base discounts f.o.b. Birming- 
ham, Ala., 674% per cent on pipe 
and 52% per cent on fittings. 


+ %*& 


Demand for electrical equip- 
ment has been very active, particu- 
larly from industrial users. Mod- 
ernized designs and bettered values 
have done their share toward estab- 
lishing high retail sales records on 
household appliances, yet the man- 
ufacturers stress the large untouched 
field of prospects for a demand 
manyfold greater. 


Late price trends in electrical 
lines include a drop, May 6, on 
annunciator wire, of about six cents 
per pound, or 22 per cent on the 
staple 1-lb. spools. Radio lead-in 
wire, with no official mark-down, is 
subject to moderate new concessions 
on larger orders. Manufacturers 
are talking of a contemplated ad- 
vance in lamp cord, but nothing 
definite has been announced. 

* * * 

Lead shot has been marked 
up in line with increases in the lead 
market. Drop shot has been ad- 
vanced five cents per bag and air 
rifle shot five cents per case. Ton 
lot orders take the usual concession, 
f.o.b. factory, freight equalized with 
competing points. 

*% *% * 

Velocipedes and boys’ wagons 
this year are following the automo- 
bile streamline designs, and many 


HARDWARE Business ? 


new models are shown. A large de- 
mand has started, with orders being 
placed now for summer business, and 
even some futures for the coming 
winter holiday season. Golf goods 
are enjoying a better call, and some 
manufacturers are behind on de- 
liveries. There is also an improved 
interest in tennis supplies. 
* * * 


Sales of stove pipe and el- 
bows for fall delivery have been in 
good volume, with the manufactur- 
ers’ market very steady, except for 
flurries in the East caused by small 
new producers. Early concessions 
by some jobbers have largely been 
withdrawn, due to the firm position 
taken by all leading makers. 

* * * 

Jobbers have been advised of 
an advance of about 10 per cent on 
floor, counter, window and radiator 
brushes, in which horsehair is used. 
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The QUALITY group 


Bassick 


HOUSEHOLD CASTERS 
RUBBER CUSHION SLIDES 








Profit Makers for 
Hardware Dealers 





A sales producing display 
(“8x 12") with samples mounted 
on removable wooden plugs. 


This display available to dealers 
purchasing the quality group. 
Write for complete information 
on how it can be obtained. It is 
the most practical caster sales 
aid ever developed. 


THE BASSICK COMPANY 


Bridgeport, Connecticut 












This change is in line with the rise 
in cost of imported horsehair, af- 
fected by the silver situation, and 
mentioned in our last issue. 

a * * 

Stock-print milk bottle caps 
have been reduced two cents per 
thousand, due to the demand for a 
differential between stock-print and 
special-print caps. 

* * * 

Blacksmiths’ aprons are 
among other items affected by the 
advance in leather, and there is 
rumor of an early mark-up in pres- 
ent discounts. All makers of leather 
goods are watching the hide mar- 
ket closely, and while the stronger 
firms have reserve stocks of low-cost 
hides, the rise has been too sharp 
to be long disregarded. 

* * * 

A surge of future buying of 
axes preceded the withdrawal, on 
May 10, of the early-order discount 
of 5 per cent, and wholesalers hear 
some talk of a further advance be- 
fore the season arrives. 

* * * 

Prices on snow shovels, push- 
ers and furnace scoops have been 
issued, for the coming fall, by sev- 
eral manufacturers. Quotations dif- 
fer only slightly from those ruling 
late in 1934, except that snow push- 
ers have been reduced $1 per dozen 
by some makers. 

* + 


Continuing their steady im- 
provement, washing machine sales 
in March reached the highest level 
for any March in the industry’s his- 
tory, and exceeded the volume for 
April, 1934, the best month last 
year. According to figures issued 
by the manufacturers association, 
factory shipments of household 
washing machines in March totaled 
139,743, compared with 136,401 in 
March a year ago. Shipments of 
gas engine models indicated in- 
creased buying in rural sections, the 
month’s figure being 18,139, com- 
pared with 13,309 last March. 


* + 


Price movements in hardware, 
rather more numerous lately, still 
show a mixture of ups and downs, 
but on the whole better sustained 
than the levels of general merchan- 
dise. The advances, where made, 
are usually the result of higher cost 
of materials—often affected by gov- 
ernment manipulations, as in the re- 
cent instances of leather and silver. 
Where prices are weak, the reason 
can usually be found in a fight for 
volume in a poorly-balanced indus- 
try. Many of these are recovering— 
and the general prevalance of price 


WHOLESALE HARDWARE 
COLLECTIONS 


SAN FRANCISCO — The percent- 
age of wholesale hardware collec- 
tions during March to the total 
amount due from customers (out- 
standing) on first of month was 
40.5 per cent in March, 1935, and 
36.8 per cent in March, 1934. 


DALLAS—tThe ratio of wholesale 
hardware collections during March 
to accounts and notes outstanding 
on February 28 was 50.1 per cent. 


KANSAS CITY—Wholesale hard- 
ware outstandings on March 31, 
1935, as compared to March 31, 
1934, were minus 7.4 per cent, and 
as compared with February 28, 
1935, were minus 6.0 per cent. The 
amounts collected in March, 1935, 
as compared to March, 1934, were 
minus 2.9 per cent, and as com- 
pared with February, were minus 
24.8 per cent. 


MINNEAPOLIS — March, 1935, 
wholesale hardware _ receivables 
were 96 per cent of those in the 
same month of last year. 


NEW YORK — The per cent of 
wholesale hardware charge ac- 
counts outstanding February 28, 
1935, collected in March was 41.0 
per cent in 1934 and 36.3 per cent 
in 1935. 


RICHMOND — The percentage of 
March 1, 1935, wholesale hardware 
receivables collected during the 
month was 46.8 per cent. 


CHICAGO—The per cent of change 
from March last year in wholesale 
hardware accounts outstanding was 
minus 0.8 per cent; collections 
were plus 1.3, and the ratio of ac- 
counts outstanding to net sales 
was 175.5 per cent. 


CLEVELAND —The Federal Re- 
serve Bank of Cleveland did not 
issue information on wholesale 
hardware credit conditions in con- 
nection with its Monthly Business 
Review for March. 


ST. LOUIS — Reports relative to 
general collections continue to re- 
flect a continuance of the generally 
satisfactory results which have 
marked the past several months. 
Various interests reporting on col- 
lections gave ratings as follows: 
excellent, 2.4 per cent; good, 36.8 
per cent; fair, 52.8 per cent, and 
poor, 8.0 per cent. 


PHILADELPHIA —The ratio of 
wholesale hardware collections to 
receivables was 37 in March, as 
compared to 36 in the same month 
— and to 36 in February, 
1935. 


BOSTON —The Federal Reserve 
Bank of Boston does not gather 
information on either wholesale 
hardware or general wholesale 
trade within its district. 


ATLANTA — The percentage of 
wholesale hardware accounts and 
notes receivable outstanding 
March 1 and which were collected 
during the month was 40.1 per cent 
in January, 1935; 37.8 per cent in 
February, 1934, and 34.6 per cent 
in March, 1934. 
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To the experienced architect or builder no sash cord 18 

too good. One replacement job makes cheap cord cost 

more than Samson Spot Cord. More than forty years of 

adherence to one quality standard—one grade—one name 
and trade-mark has established Samson Spot Cord as the out- 
standing dependable value. For permanent buildings Samson 
Spot Cord is almost always definitely specified. By carrying it 
in stock you will get profitable business. 


Where a moderate priced window cord is suitable, and for an 
especially good clothes line, we offer Phoenix—a real sash cord 
and good value. Phoenix is made all yarn construction, firmly 
braided, smoothly finished and has a minimum of stretch. 
Phoenix may be stocked for both sash cord and clothes line use. 
It costs a little less than Spot Cord but is dependable quality 
at a modest price. 


We make cotton twine and all kinds of braided 
cord for various uses. Write for catalogue. 


SAMSON CORDAGE WORKS 


Boston, Massachusetts, U. S. A. 
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RIM DEAD LOCK 


Drawn Steel Case 


(Drawn Steel Is STRONGER Than Cast Iron) 
Bolt Made of LAMINATED 
Hardened Steel With Full 
ONE INCH Throw 
= 


BIG VALUE & FEATURES THAT SELL 





Case and strike are of DRAWN STEEL, black 
japanned.* Size 334” x 234”. Back set 23%”. Bolt 
throws FULL INCH and is made of LAMINATED 
Hardened Steel, brass plated. 


Cylinder is of accurately machined Solid Brass, Pin 
Tumbler construction. 


*Can also be furnished with Cadmium Plated 
Finish in quantity lots on special order. 


The Eagle Quality Line 
Night Latches Store Door Sets | Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks Machine Screws 


( 


EAGLE IOCK CO. 





enera. 
26 Warren Street -- New York. 
Branch Offices: s 
521 Commerce St. 179 N. Franklin St. 114 Bedford St. 
Philadelphia, Pa. Chicago, Ill. Boston, Mass. 




















Works at Terryville, Conn. 
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NOW 
TURNER'S 


<< 


z 


~,; BURNER 
Ss CAM P 
= STOVE 


a It is now possible to obtain 

a high-quality, one-burner camp 

a stove made in America. The 

° “Turner Picnicker” is a compact 

DN and practical outdoor stove, 

~~ ideal for hiking, picnic and 
beach parties. 





The use of the “Picnicker” eliminates 
the bother of hunting up dry wood—smoke 
and cinders in the eyes—burnt fingers— 
improperly cooked food. It is the stove 
which is ready to perform instantly when 
and where it is wanted. 


Motorists will appreciate the fact that 
it can be slipped into the tool box or pack- 
age compartment and left there, ready to 
use at any time. 


It is sturdy—lights instantly—has strong 
welded steel grate — easily removable 
rust-proofed fuel tank — built in safety 
pump — detachable generator. It is at- 
tractively finished with khaki green lacquer 
and weighs only 8 pounds. 


Ask your jobber about the “Picnicker” 
and also about Turner’s new two-burner 
camp stoves which operate exactly like 
a kitchen gas range. Full information and 
prices will be given upon request. 


et —— Il. U.S.A. 
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stability is rather better than ex- 
pected, in view of the times. 
* * * 


May sales of hardware are 
reaching good totals, despite the 
political uncertainties which are 
handicapping all business men. The 
rank and file of the people have 
some money to spend, and are 
spending it, causing a healthy activ- 
ity among makers and sellers of 
“every-day” goods. Neither small 
nor large firms are holding full in- 
ventories—quite the contrary—and 
instances are multiplying of delayed 
service where manufacturers or job- 
bers are faced with an unexpected 
rush of orders. 

* * * 


Intervals of unfavorable 
weather have slowed retail sales of 
farm, garden and lawn supplies, but 
with each recovery of sunshine, buy- 
ing again becomes active. Impor- 
tant jobbers have experienced quite 
an increase in demand for carpen- 
ters’ and builders’ tools. There is 
a feeling that alteration and con- 
struction jobs are not only more 
numerous, but are permanently 
heading upward. Government money 
is being spent freely, and more will 
be spent, for tools and materials. 

* * * 

Manufacturers in the ma- 
chinery and machine tool industries 
are much encouraged by a good 
April business and are looking for- 
ward to a moderately busy summer, 
according to American Machinist. 
Many companies had the best busi- 
ness in April they have had in five 
years and some few say that April 
business established a new high rec- 
ord. As a result there is already a 
serious shortage of certain types of 
skilled workmen. 

* * * 


Bank clearings have been 
running at a new high for the year, 
and in excess of any week back to 
January, 1932. The total for the 22 
leading cities in the United States 
for the week ended May 8, as re- 
ported by Dun & Bradstreet, Inc., 
was $6,242,917,000, or 21.1 per cent 
ahead of the same week last year. 
At every city included, clearings 
now exceed those for the same week 
a year ago, and at a number of these 
the amount was higher than that re- 
ported for any week of the past 
three years. : 

* * * 

The Apex Electrical Manu- 
facturing Co., makers of electrical 
washing machines, ironers, cleaners 
and refrigerators, broke all records 
for business volume in March, ac- 
cording to company officials. March 


business was 14 per cent ahead of 
any other month in the firm’s 23-year 
history. Their Cleveland plant has 
been operating at close to capacity 
for two years. 

* * * 


Recent lumber bookings at 
the mills have made great improve- 
ment. The National Lumber Manu- 
facturers’ Association report that 
orders entered at 1029 mills during 
the week ended April 27 were the 
heaviest of any week since Novem- 
ber, 1933. Shipments were in ex- 
cess of any week since July, 1933. 
The orders were 32 per cent above 
the corresponding week of last 
year, and shipments showed a 26 
per cent improvement. 


* * * 


The American Glass Review 
reports production in most branches 
of the glass industry being main- 
tained at good to high levels, with 
demand following seasonal condi- 
tions, but somewhat above that of 
last year. Increased freight rates 
are causing some problems among 
producers who sell exclusively in 
carloads. In the flat glass field, 
output and shipments continue well 
ahead of the corresponding period 
of 1934. 


* + # 


Owing to a 36 per cent rise 
in payrolls, labor costs in manufac- 
turing industry increased 28.5 per 
cent per unit of income and 44.8 per 
cent per unit of product during the 
19-month period of operation under 
the codes, from July, 1933, to 
February, 1935, according to the 
National Industrial Conference 
Board. This rise in labor costs oc- 
curred during a period of less pro- 
duction in volume and generally less 
production in value. Production was 
6.2 per cent lower in volume, but 
by reason of higher prices now pre- 
vailing 5.8 per cent higher in value. 
Employment rose 13.6 per cent. 
Man-hours, owing to a decline in 
production and reduced hours, fell 
to a point 2.1 per cent below the 
July, 1933, level. Output per worker 
declined as a result of shorter hours. 


* * * 


Business of the National Lead 
Company, thus far in 1935, is re- 
ported the best for any similar 
period since 1930, but behind the 
average of the past eight years. Each 
branch of all subsidiaries of National 
Lead Company is making more 
money and is doing better this year 
than it was a year ago. The com- 
pany’s tonnage so far this year is 
also running considerably higher. 
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SLOYD KNIVES 


Wood carving is an art. To carve easily and cleanly 
a sharp knife is paramount. HYDE Sloyd or Manual 
Training Knives are made from the best steel, tem- 
pered expressly for cutting wood, and will not collapse 
on the fingers. 

Dealers, get the School, Camp and Individual Sloyd 
Knife business in your city. 

HYDE MFG. CO., SOUTHBRIDGE, MASS. 


NEW YORK—I6 Warren St. CHICAGO—440 So. Dearborn St. 
Industrial Cutlery of all kinds since 1875 


9 BOTTLES FREE 


Special Free Goods Offer for immediate acceptance gives 
you 2 bottles free with dozen DOGZOFF, the guaran- 
teed repellant that keeps dogs and cats from places they 
are not wanted. Rids lawns of moles and rabbits, the 
house of mice and ants. Protects birds against cats. 
Harmless, Inoffensive, Non-poisonous. 


YOUR GROSS PROFIT $4.08 


Ss DOGZOFF costs you 36¢. 
“N , 
2—_C¢ 


Sells for 60¢. With FREE 
<7 4°) 5 ee 


goods your profit is $4.08 
BOHLENDER PLANT CHEMICALS, INC., Tippecanoe City, Ohio 














on the dozen. Quick sell- 
ing. Every home owner and 
gardener buys. Store and 
counter displays. Nationally 
advertised, Send your order 
today. Cash in on this all- 
a! profit item. Dept. 



























The Original Sanitary Metal Scour- is mn . 
ing Device is the leader. Now ad- Feed Woe 


vertise © over seven million scm 
poe se month. \Jerks 
METAL SPONGE SALES CORP., Philadelphia 











Better Housing 


Quality Hardware 


IN ADDITION TO GIVING 
DEPENDABLE SERVICE 


ATS nrearenmny 
GIR alallin 
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ADD THAT ARTISTIC 

TOUCH TO EACH 

HOME THAT INSURES 
SATISFACTION 


No. 514 





No. 225 


No. 348 














( SRIFFIN 


nufacturing Cbmpany 


ERIE, PENNSYLVANIA 








Branch Offices and Warehouses:- 


NEW YORK: 45 Warren St. BOSTON: 113 Purchase St. 
CHICAGO: 162 N. Clinton St. 


SAN FRANCISCO: 703 Market St. 
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Klein Pliers are 
mounted individu- 
ally on brilliantly 
colored display 
cards. This new 
display will help 
Kleins. 


LOOK AT 
PROHT 


The average electrician or good 
mechanic is satisfied only with 
good tools. Inferior tools that sell 
on price rarely build steady cus- 
tomers. Klein Pliers at their new re- 
duced prices represent the maxi- 
mum in tool quality and value, 
and what is more important, they 
carry a fair profit for the hardware 
dealer. Be sure to push Kleins when 
you are asked for pliers. Kleins 
guarantee customers satisfaction 
and profits for you. 


Distributed through jobbers 





mooo MLEIN 


3200 BELMONT AVE., CHICAGO 
84 





Wagner Bill Should Be Defeated 


(Continued from page 24) 


pute” is defined to include contro- 
versies “regardless of whether the 
disputants stand in the proximate 
relation of employer and employee.” 
This fortifies the power of labor 
union leaders to call sympathetic 
strikes over matters in which the 
employer and his own employees are 
not involved. 

In Section 10 exclusive power is 
given to the National Labor Rela- 
tions Board to prevent any person 
(employer) from engaging in any 
unfair labor practice listed in Sec- 
tion 8, regardless of any other 
agency established by agreement, 
code, law or otherwise. If an em- 
ployer fails or neglects to obey an 
order of the Board, it may petition 
any circuit court of the United States 
for the “enforcement of such order,” 
and for an injunction. All evidence 
must be taken before the Board. No 
objection that has not been urged 
before the Board shall be consid- 
ered by the court. The findings of 
the Board as to the facts shall be 
conclusive. The court is, therefore, 
reduced to interpreting the law in 
a case where all the evidence and 
objections have been heard by the 
Board and in regard to which its 
findings of fact are conclusive. 

Experience since the passage of 
the NIRA, even more frequently 
than before, has provided many ex- 
amples of intimidation and coercion 
of employees who did not wish to 
join their union by union organizers 
and their agents. It is admitted by 
labor leaders that their strategy in 
organizing a union in a new industry 
is to stir up discontent and make 
promises to indude a small propor- 
tion of the employees to join, then 
to call a strike, establish picket lines 
and prevent those who wish to work 
from working. During the strike 
other members are induced to join, 
frequently by the statement, that if 
they do not join the union they will 
not be permitted to work for the 
employer. After they join they are 
compelled to do their share of the 
picket duty under penalty of fines 
for failure to do so. 

Must industrial employees submit 
to such coercion and intimidation 
supported by law? Can the officers 
of labor unions with their organizers 
and business agents be safely en- 
trusted with such power? Regard- 
less of what one may believe about 
the benefits secured for employees 
by labor unions, the fact that less 
than fifteen per cent of industrial 
employees have joined those or- 


ganized by professional labor lead- 
ers is conclusive evidence that the 
remaining eighty-five per cent value 
their personal liberty more highly 
than such benefits. Furthermore, 
there are many indications that 
many of the fifteen per cent who 
are now members have joined under 
compulsion or because the union ex- 
ercises a monopoly in control of 
the work of the organized crafts. 

Would it not make for a more 
healthy growth of labor unions that 
could be of real service to their 
members if memberships were pure- 
ly voluntary instead of following the 
present policy of establishing a 
monopoly by requiring all workers 
to join the union with threats, in- 
timidation, and to drive away by 
actual violence those who attempt 
to work without joining? 

The effect upon employers is of 
secondary importance to the effect 
upon the overwhelming majority of 
American citizens who prefer to take 
their own chance either individually 
or through committees in bargain- 
ing with their employer rather than 
to pay dues to a union and submit 
themselves to the imposition of fines 
and the loss of time from strikes 
in which frequently they have no 
direct interest. 

The law should be amended to 
forbid interference, restraint, or co- 
ercion on the part of anyone, or im- 
posing as a condition of employment 
membership in any union. 


Editor’s Note: Since the first part of 
this issue went to press, the Wagner Bili 
has been passed by the Senate and now 
awaits the President’s signature or veto. 





Permit Values Up 


Following the decided upward 
swing in the building industry in 
March, a further sharp expansion in 
permit values was witnessed in April, 
according to the monthly report com- 
piled by Dun & Bradstreet, Inc. In 
fact, the total for last month was the 
largest for any month in over three 
years, or since November, 1931. 

The estimated value of building 
permitted for in 215 cities of the 
United States during April, which 
includes new buildings, additions, 
alterations and repairs, amounted to 
$51,637,233, against $45,063,852 for 
March, and $29,280,666 for April a 
year ago. This was an increase of 
14.6 per cent over March, whereas 
the normal seasonal gain is about 
6.5 per cent. The rise over April of 
last year was equal to 76.3 per cent. 
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“BLACK LEAF 40” KILLS 
APHIS, THRIPS, ETC. 


on ROSES 


When a customer complains about aphis or plant lice 
on his rose bushes, tell him about “Black Leaf 40”, 
and its double killing action (by contact and by 
fumes). One and one-half teaspoonfuls of “Black 
Leaf 40” to a gallon of water will furnish a highly 
efficient spray. 
MANY OTHER USES 

“Black Leaf 40” kills poultry-lice and feather mites, kills sheep- 
tick and lice on live stock. A little “Black Leaf 40” mixed in 


water and sprayed on the lower branches will prevent dogs from 
staining evergreens and ornamentals. 


ENJOYS YEAR ‘ROUND DEMAND 


Are you getting your share of this profitable business? Is your 
stock of “Black Leaf 40” sufficient? Do you have enough of the 
popular 35¢ size? Satisfy your customers. Sell “Black Leaf 40.” 
Write for Free Display Kit containing counter display, posters, 
leaflets, etc. 


TOBACCO BY-PRODUCTS & 
CHEMICAL CORPORATION 
INCORPORATED 


LOUISVILLE KENTUCKY 











Attendanee and 
Business Builders 


American Legion Posts, Rotary, Kiwanis and 
Lions Clubs, Societies, Schools and other organ- 
izations can increase attendance by using on 
membership charts 


Moore Metal Maptacks 
20 Colors —100 Symbols 


Members can tell at a glance who are attending 
meetings. 


Also widely used by Manufacturers, Sales and 
Promotion Managers on maps and charts to build 
up business. They never fail. 

Dealers do not have to carry extensive stocks of 
Moore Maptacks to fill large or complicated 
orders. Simply show our Color Chart and then 
ask us to fill up any orders you want. Prompt 
deliveries to dealers. 


Write for Color Chart and Price List. 
MOORE PUSH-PIN CO. 
113-125 Berkley St., Philadelphia, Pa. 


Manufacturers of the world-famous 
Moore Push-Pins and Push-less Hangers. 


















GET BEHIND THIS FENCE— 
for PROFITS! 


* = 





Style No. 100. 1%” O.D. line posts, 1%” O.D. top rail 
Style No. 200. 2” O0.D. line posts, 1%” O.D. top rail 


Write for new catalog and let us send you our interesting 
proposition. 


W. F. ROBERTSON STEEL & IRON CO. 
73 Elm St. Cincinnati, Ohio 


OBERTSON 





CHAIN LINK 


FENCING 
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NORWOOD 


LAWN FENCE & GATES 





memes 


NORWOOD Style No. 300 Fence 


y 

Stock NORWOOD modern, 

durable fence fabrics and gain 
iri the profits from current home- 
modernizing. Made of heavily 
f galvanized high copper con- 
tent wire, NORWOOD Fenc- 
ing provides adequate protec- 
tion against trespassing and 
NORWOOD Ornamental Walk helps maintain the outward 
Gate, showing No. 600 filler. 
Supplied with any style filler. appearance of the property. 
If your Jobber does not stock NORWOOD Fence Products, write 


H. L. BROWN FENCE & MFG. CO., INC. 


Owned and Operated by W. F. Robertson Steel & Iron Co., Cincinnati 
Oakley, Cincinnati, Ohio 
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“We Don’t Sell Him Either” 


BUT--- 


MR. HARDWARE RETAILER:- 
What good does that do you? 


Wholesale Hardware distributors stra- 
tegically situated thruout the land, intelli- 


gently interested in your needs, have our 





correctly priced Tools, in the selling sizes 





and items only, all set up for conveniently 





offering to your public as values people 
are willing to pay . .. and are buying ... 
offering a margin that brings you a profit 


because you can sell these Tools. 


ASK YOUR JOBBER 


See our price-tags 
Note their helpful wording 


— our second century — 


The PECK, STOW & WILCOX CO. 
Southington, Connecticut 





PEER OS. Re 
Your customer wants 
Dependability in the 
rope he buys—That’s 
why it’s always safe to 
recommend ... . 


FITLER ROPE 





a 8 - 
AY Ae eee ee 


The EDWIN H. FITLER Co. 
Philadelphia Cordage Works 
Main Office and Warehouse 


PHILADELPHIA, PA. 


New York City, N. Y. 
55 Vandam St. 


Chicago, Ill. Houston, Texas 
222 West Kinzie St. 1201 Commerce St. 


SERNA 
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New Orleans, La. 
628 S. Peters St. 





Industries Show Contrasts 


A study of more than 200 
first quarter earnings reports made 
by the United Business Service re- 
veals marked contrasts among the 
more important industries. Com- 
bined earnings of representative 
companies in the following 12 lines 
of business were larger than in the 
first quarter of 1934, by the in- 
creased percentages indicated: ad- 
vertising, printing and publishing, 
47.5; automobile, 32.0; automobile 
accessory, 73.8; building supplies, 
199.5; candy and chewing gum, 4.1; 
chemical and fertilizer, 3.8; credit 
companies, 12.1; electrical equip- 
ment, 201.5; household products, 
0.1; office equipment, 0.1; petroleum, 
9.0; and tobacco, 5.6. In addition to 
these the copper, railroad equip- 
ment, and steel industries showed 


aggregate profits for the first quarter, 
compared with deficits in the same 
period last year. 

In marked contrast to the favor- 
able earning trend in the foregoing 
industries, the following lines report 
smaller profits than in the first quar- 
ter of 1934, by the decreased per- 
centages as here given: baking and 
flour, 24.1; coal mining, 16.3; dis- 
tilling, 58.4; drugs and cosmetics, 
19.8; electric and gas operating com- 
panies, 4.9; machinery, 7.5; pack- 
aged foods, 17.2; railroads, 28.3; 
rayon and silk, 1.4; telephone and 
telegraph, 7.2; and tractions, 30.5. 
Poorer showings were also made by 
representative companies in retail 
trade and the shipping industry, ag- 
gregate deficits being reported in 
each for the first quarter. 





Master Cutlery Man 


(Continued from page 46) 


his order for odds and ends of 
housefurnishings and hardware. 
We were in no hurry. We chatted 
as we went along. This was be- 
fore the days of automobiles, so I 
didn’t have a car parked out in 
front calling to me to hurry up 
and hit the road. I had time to 
take a real order. Customers came 
in every now and then and he 
stopped to wait on them. But Pop 
didn’t show the same interest or 
knowledge in these goods as he 
had in cutlery. When I expressed 
my surprise at his knowledge of 
the cutlery line, he shrugged his 
shoulders and ejaculated: “Why 
shouldn’t I? I traveled here in 
the United States as a special 
cutlery salesman selling foreign 
goods for more than ten years. I 
love cutlery. It was always a 
pleasure for me to sell it.” So, 
with his German thoroughness, he 
learned the numbers and prices of 
each knife, and never forgot them. 
He must have been a great cutlery 
salesman in his day. However, he 
finally wearied of the gypsy life 
of a salesman and decided to 
marry and settle down, and there 
he was, happy and comfortable, 
living in this small town in 
Kansas. 

On my next visit to Wilson you 


may rest assured I called on Pop. 
We became warm friends. He 
warned me that if I expected to be 
a crack cutlery salesman I must 
study the goods and love them. I 
must know the numbers of the 
knives. I must take real pleasure 
in handling them. No salesman 
ever learns how to sell cutlery un- 
less he loves the line. 

One bright, sunshiny day when 
I called on Pop he asked me up to 
his home for dinner. He took me 
outside first and showed me his 
garden, which was beautiful. He 
told me he rose at daylight every 
morning and worked in the gar- 
den. He raised strawberries that 
were the biggest and sweetest I 
had ever tasted, and when they 
were served with fresh, thick 
cream, they were food for the 
gods. I met his wife, and she was 
just as proud of her kitchen and 
all its shining pots and pans as 
he was of his cutlery. The house 
was simply but comfortably fur- 
nished, and everything was spot- 
less. 

After dinner we went out into 
the garden again. The wall of the 
brick house next door was right 
on the border of his garden, and 
for the first time in my life I saw 
fruit trees trained to grow on a 
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Antique Bronze 
Brass - - - Copper 


HANOVER 


SUPERAPEX 


Electro -ZINC - plated 


Stainless Steel 
Special Alloys 
Aluminum 

















Higher Quality Merchandise 
at No Higher Price 


Ask Your Jobber 


HANOVER WIRE CLOTH CoO. 


Hanover Pennsylvania 














When a Fuse 
Is Blown 
It’s 
PLAINLY 
SHOWN 


The moment anyone opens the fuse box they 
can instantly detect which fuse or fuses are 
blown. The distinct contrast between the 
Black link and the White interior, plus the 
clear, full size window assures easy positive 
detection of blown fuses. Your customers 
will appreciate this NEW feature of 


SHAWMUT BLAC-LINK 
Labeled Plug Fuses 











Before Blowing 


After Blowing 







Attractive 

Counter 
Display 

Carton 


Approved by 
Underwriters 
Laboratories 





The CHASE-SHAWMOT COMPANY 
NEWBURYPORT MASSACHUSETTS 


Fuse Specialists Since 1893 














SELL THIS BIGGER VALUE! 





@ Your customers want Value! You want 
quick turnover and PROFIT. Both demands 
are met with the Deming “Marvelette” 
Shallow Well Water System... the finest 
outfit of its type that money can buy! 


Right NOW ... while it’s in your mind... 
write for complete information 
about the money-making oppor- 
tunities in the Deming line. Cata- 
log, New Supplement and New 
Prices sent FREE upon request. 







THE DEMING COMPANY 


05 BROADWAY * * SALEM, OHIO 


PUMP MANUFACTURERS SINCE 1880 





MAY 23, 1935 











Improved WOODFIX 





—in new exclusive features 


Sensational —in quicker, easier sales 


New Woodfix—vastly improved—is far ahead of similar products 
—in quick drying, and easy spreading. Absolutely free from 
the pronounced shrinkage of ordinary woodpastes. Contains no 
nitrocellulose. Entirely waterproof. Sands, planes—takes all 
finishes perfectly. Unexcelled for boat use. Fast turnover. 10c 
to 75e and larger. Steady repeats. Order from your jobber. 
Jobbers—write or wire for full details. 


16 other steady sellers in the Sheffield Line— 
every one a live, good profit item. Ask your Jobber. 


SHEFFIELD BRONZE POWDER & STENCIL CO., Ine. 
SEE 3000 Woodhill Road, Cleveland, Chico! 
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: SLIPKNOT 
* FRICTION 


* PLYMOUTH RUBBER COMPANY. Inc J 


a ae a ES a we =, 


MANY USES—MANY SALES 


Slipknot Friction Tape is a steady 
repeat seller. Extra adhesive— 
binds tightly—holds securely. Lasts 
longest—never driesout. Edgescan- 
not ravel. in 1, 2, 4 and 8 oz. rolls. 
eo 

SLIPKNOT SOLES are easily fitted 
and attached to any size shoe. No 
nails—no stitches. Finest quality 
rubber. 





Outwear 
leather 2 to 
1Each 
pair on a 
Strik- 
ing Colored 
Card with 
Tube of 
Double 
Strength 
Sole Ce- 
ment. Sizes 
for Men's, 
Women’s 


SLIPKNOT SOLES 
Wp, = j Yy 


Shoes. Sold 
through 


%5 sc Tm Jobbers. 
i) ES cov ini Write for 
details to 
PLYMOUTH RUBBER COMPANY, Inc. 


Largest Rubberizers of Cloth in the World 
100-200 Revere St. CANTON, MASS. 























Be A Dealer 


GET THE BUSINESS! 


Save your customers time, labor 
and money! Micklin Dual Corners 
make true, rigid, right angle joints 
on screens, shelves, tables, etc., 
without mitering or mortising! 
Micklin Single Corners strengthen 
saggy and wobbly joints quickly 
and easily. Carpenters, home own- 
ers, wood workers, sign and dis- 
play men want Micklin Corners. 
Every sale gives you a prospect 
for screen wire, paints, brushes 
and other accessories. 


ATTRACTIVE SALES HELPS! 


Cash in on our National advertis- 
ing. Sales helps of all kinds, in- 
cluding three-color counter dis- 
play, furnished without charge. 
The BIG selling season is here! 
Don’t miss your share of the prof- 
its! Order from your jobber 
TODAY, or write, 


MICKLIN MFG. CO. 
Dep’t 57 














Omaha, Nebr. 


wall. When I commented upon 
this Pop laughed and said: “That 
is very common in Europe. Over 
there they pick out a good warm 
wall that gets all the sun and raise 
peaches and other fruits on that 
wall.” Also for the first time I 
noticed in his garden those large 
glass bells that early in the season 
are used to protect plants from the 
cold. In after years it was a com- 
mon thing to see these bells in the 
gardens of Europe. It was also 
common to see fruit growing on 
walls. 

What pleasure we can find in 
small things! From an artist in 
Paris I learned the delight of 
studying ancient moss - covered 
walls. Have you ever studied the 


colors in an old time and weather 
stained wall? If not, when you 
travel in countries where there are 
old walls, do use your eyes. Even 
here, in the Eastern states, from 
time to time I have stopped my 
car just to enjoy an old wall. 
How the mosses and lichens paint 
their pictures on walls with the 
brush of a master artist. 

But to go back to Kansas—a 
great drought came. My Kansas 
territory was burned up, and I 
was transferred to Colorado. 
However, during all the years that 
have passed since my first visit 
every now and then I have thought 
of Pop Clausen, that master cut- 
lery man, gardener and perfect 
host. 





Trading in Fair Trade 


(Continued from page 29) 


(and not the manufacturer) ob- 
tains signatures to price contracts 
from the dealers operating within 
the state. Manufacturers’ prices 
are protected, however, by a 
clause in the omnibus contract re- 
quiring that dealers observe mini- 
mum prices on goods specified by 
manufacturers with whom the 
wholesaler does business. 

Legality of the wholesale-omni- 
bus contract is assured by no less 
an authority than the attorney- 
general of California, U. S. Webb. 
Mr. Webb further states that it is 
not necessary for a wholesaler to 
get a manufacturer’s permission 
to list his products in an omnibus 
contract. Under, the terms of the 
fair trade laws thus far enacted, 
the wholesaler is considered the 
owner of whatever goods he buys, 
unless he obtains the merchandise 
on consignment. 

For example, the California law 
reads: “The vendee or producer 
[must] require in delivery to 
whom he may resell such com- 
modity to agree that he will not 
in turn resell except at the price 
stipulated by such vendor or by 
such vendee.” From this, it can 
be seen that the law confers an 
ownership right upon the vendee 
or wholesaler, an assumption con- 
firmed by Attorney-General Webb 
of California. 


IV 


The demand for Junior Capper- 
Kelly laws, made by virtually all 


classes of retailing with the ex- 
ception of department stores and 
mail order houses, is voiced today 
by independents and chains joint- 
ly. In the drug field especially, 
chain store operators are working 
side by side with the independents 
to bring about the passage of fair 
trade legislation. 

This is in marked contrast to 
the bitter antagonism previously 
displayed by chains and independ- 
ents against each other. The 
change in the attitude of the 
chains may be ascribed to the fact 
that the depression brought them 
a type of competition which 
wreaked havoc on their sales and 
the resultant profits. 

In the drug field, so-called pine- 
board stores, cosmetic shops, and 
medicine shops have sprung up 
virtually overnight. These shops 
specialize in selling nationally ad- 
vertised goods at prices far be- 
low what even the chains them- 
selves have previously offered. 

In the grocery field, the chains 
have been harassed with a type of 
competition known as “the super- 
market.” Immense buildings— 
abandoned automobile _ plants, 
huge garages, even an old armory 
—have been cleaned out and 
stocked with merchandise of all 
kinds, principally groceries, meats 
and dairystuffs. Because fixtures 
and operating expenses in these 
super-markets entail very little 
cost, prices of merchandise ob- 
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Stock and Profit with 


“G &B” QUALITY Products 


Boel POULTRY NETTING 
STRAITLINE FENCING 


GALVANIZED HARDWARE CLOTH 
& SCREEN WIRE CLOTH: 
“ACME” ELECTRO GALVANIZED 
QuALITY PAINTED BLACK 


Provucrs COPPER 
BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Established 1818. America’s Oldest Woven Wire Factory-Manufacturers 
WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Georgetown, Conn. Chicago Kansas City, Me. San Francisce 








SHERMAN 


Hose Nozzles 


HERMAN Diamond — wide- 
ly known as the best hose 
nozzle made and the biggest 
seller. No wear on spray point. 


Sherman Brass King — the 
leader of all low-priced noz- 
zles. Both models made of 
durable Wrought BRASS. 

Write for literature and samples. 


Sold through Jobbers. 


H. B. Sherman Mig. Co. 
Battle Creek Mich. 














DIRECT MAIL 


Addressing 
and Mailing Service 


Our Names and Addresses of Hardware Retailers Are 
Up-to-Date. 
Do Not Contain Dead Names—Have No Duplications. 
Include All New Names. 
Bring Maximum Success to Your Direct Mail Campaigns. 
————— 6 
Our Mailing Operations Are 
EFFECTIVE -ECONOMICAL*PROMPTLY EXECUTED 
Prices Reasonable. Write for Details. 


HARDWARE AGE ADDRESSING DEPT. 
239 W. 39TH ST., NEW YORK, N. Y. 











LEPAGE'S 


LEPASE'S CASEIN GLUE 
LEPAGE’S LIQUID SOLDER 
LEPASE'S GRIPSPREADER MUCILAGE 
LEPASE'S COLD WATER WALL SIZE 
LEPAGE'S WATERPROOF CEMENT 
LEPAGE'S PAPER-HANGERS PASTE 


RUSSIA CEMENT CO,,GLOUCESTER MASS. 








Majestic 
Coal Chutes 


GIVE PROTECTION 
TO THAT NEW HOME 
INVESTMENT - =; - 


@ For 25 vears Majestic Coal Chutes have 
been “THE MARK OF A MODERN HOME.” 


Guaranteed break-proof and rust-proof 


themselyes—they protect the foundation 


and siding above. give convenience and 
safety to the home owner. 

See that a Majestic Coal Chute is in- 
cluded in every job that you figure. 


WRITE 


for our new L935 
catalogue on 
huilding produc ts 
for homes of 


character. 


THE MAJESTIC CO. 
DEPT. H 
Huntington, Ind. 





MAY 23, 1935 


For Hardware and Supply Trades 


We manufacture SHEETS of recognized reputation and 
value. For roofing, siding, gutters, spouting, air con- 
ditioning systems and general sheet metal work, use 


Keystone Copper Steel Sheets 


for lasting service and maximum Sheets, Heavy-Coated Galvanized 
resistance to corrosion. Insist upon Sheets, Formed Roofing and Siding 
AMERICAN Black Sheets, Keystone Products, Terne Plates, and USS 
Quality Sheets, Apollo Best Bloom STAINLESS and Heat Resisting 
Galvanized Sheets, Galvannealed Steel Sheets. Write for information, 


AMERICAN SHEET AND TIN PLATE COMPANY, Pittsburgh, Pa. 




















MewSeilll 


NEEDS NO 
SCOURING 


It sells on sight because most women hate 
skillet-scouring more than any other 
household task. 

A hard, gleaming surface of Chrome 
repels food acids and washes as quickly 
and easily as glass and china. 






New EVEREDY 
““SPEEDY-CLEAN”’ 
SKILLET 


You get OVER 50% MARK-UP on Everedy 
Skillet Deals — and plenty of advertising 
and display helps — FREE. 

See your Jobber TODAY—write direct to 
The Everedy Company, Inc., Frederick, Md. 








ARMSTRONG 


SOCKET WRENCHES 


“Drivelock” for 


Sales 


Chrome - Vanadium Tool 
Steel Sockets .. . drop 
forged Ratchet Wrenches 
« . » Chrome plated and 
sold singly or in sets in 
fitted cases. Here is a 
line of removable socket 
wrenches that meets every home, automotive and 
industrial need. 

Eaclusive to this line is the ‘‘Drivelock,’’ the out- 
standing advance in socket wrench design. With a 
quarter turn the socket is locked to the driver or 
the driver to the ratchet—prevents sockets from 
falling or working off, still makes them readily 
removable. 

Take ARMSTRONG Socket Wrenches every time. 
It's the line that needs no ‘“‘fill-ins’’—ARM- 
— quality and “‘Drivelock’’ features insure 
sales. 


ARMSTRONG BROS. TOOL CO. 
Write “The Tool Holder People” 
for 314 N. Francisco Ave., Chicago, U. S. A. 
Catalog New York Sales Office: 109 Lafayette Street 


90 








tainable in these places have been 
lower than prices of the same 
goods in the chain stores. 

As a result, the chains today 
agree with the independents that 
fair trade legislation is essential 
in proscribing “the predatory 
forces that have found their way 
into business in recent years.” 

The chain men very frankly ad- 
mit that fair trade legislation 
would contribute to their selfish 
interests. “A fair trade act,” they 
say, “would, if it does nothing 
else, guarantee a minimum return 
from our operations. While it 
would compel us to sell at prices 
somewhat higher than we have 
been presenting to the public, a 
fair trade act would, at the same 
time, result in additional profit 
sufficient to compensate us for any 
diminution in volume because of 
higher prices. Operating with 
minimum prices would enable us, 
at the very least, to cover our ex- 
penses so that we could derive 
our revenue from those discounts 
which accrue to us because of 
quantity purchases and_ other 
chain store economies.” 

With this reasoning, the inde- 
pendents apparently have no quar- 
rel. All they want is minimum 
price protection. “If the chain 
store man can make his profits 
from extra discounts, very well, 
let him have the discounts,” say 
the independents. “All we ask is 
the opportunity of competing with 
the chains on the basis of an 
equalized price. Beyond that, 
everything else is fair.” 


v 


To the manufacturer, fair trade 
legislation in the separate states 
gives rise to problems inherent 
in the intrastate limitations im- 
posed by the Constitution. 

By and large, manufacturers in 
most of the merchandise indus- 
tries favor the so-called Junior 
Capper-Kelly bill. Anything that 
will make distributors happy, 
especially when both chains and 
independents seem to want it, 
usually rates the support of man- 
ufacturers. Fair trade legislation, 
moreover, provides a means of re- 
taining dealer goodwill, so easily 
dissipated when price cutting and 
vicious competition cause distribu- 


tors to resort to substitution and 
to the promotion of private 
brands. 

It may be argued that it would 
be inadvisable for a manufacturer 
to take advantage of the fair trade 
acts in the five states which now 
have them on the ground that a 
price parity could not be main- 
tained legally in neighboring 
states. Nevertheless, a manufac- 
turer must take into account the 
possibility of creating a salutary 
effect which his efforts in five 
states would have upon dealers in 
all the other states. Dealers might 
assume, because a manufacturer 
had not attempted to line up dis- 
tributors in a fair trade state, that 
he is not interested in obtaining 
distributor goodwill. 

In California, manufacturers 
early discovered this assumptive 
process for themselves. When 
they did not “play ball” on the 
coast, they were treated with sus- 
picion elsewhere in the United 
States. Today, more than 250 
manufacturers in the drug field 
operate contracts in the state of 
California, with the result that 
this gesture has secured for them 
the good will of merchants 
throughout the land. 

About 50 manufacturers in the 
grocery field likewise have taken 
advantage of the California stat- 
ute, and a number of manufac- 
turers in the hardware field have 
done the same. 


VI 


It is significant to note that the 
latest piece of state legislation to 
reach enactment bears the signa- 
ture of Governor Phil LaFollette 
of Wisconsin. Governor LaFol- 
lette is an acknowledged “liberal.” 

In signing the fair trade bill for 
his state, Governor LaFollette is 
merely following in the footsteps 
of two great liberals of the United 
States Supreme Court, Mr. Justice 
Brandeis and the late Mr. Justice 
Holmes. 

Long ago, Mr. Justice Brandeis 
stated: “If a dealer is selling un- 
known goods or goods under his 
own name, he alone should set the 
price; but when a dealer has to 
use somebody else’s name or 
brand in order to sell goods, then 
the owner of that name or brand 
has an interest which should be 
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@ Paste Wax @Rubber Kote 
@ Liquid Wax @ Mastic Kote 








WASHERS 


In Kegs or Cartons 
° 


All our washers are hand 
sorted after tumbling, no 
scrap or slugs in the kegs. 
* 
Riveting Burrs 
* 


THE MASTER PRODUCTS CO. 
6410 Park Ave., S.E. Cleveland, Ohio 




















DEALERS WANTED 


You can easily sell Corona—a wool fat com- 
pound made of the superior oil extracted from 
sheep’s wool. Nothing like it for wounds, 
injuries to farm animals. Hastens healing of 
SOWS’ cracked, chapped teats, caked, 
bruised udders, HORSES?” galled shoulders, 
barbed wire cuts, packing for cracked hoofs, 
corns, thrush. The reliable standby for years 
on thousands of farms. Demand now rapidly 
a pp intuooes in animal 
reeding and care. Big 8 ounce tin 
pe y Fs og Potng Made ells for 60c—20 ounce can, $1.20. 
n idely Advertised We supply attractive display mate- 
CORONA Wool Fat—A Big rial FREE. Easy 
Seller For 26 Years — Every profits for hardware 
Farm, Dairy, Ranch, A Pros- stores Write for 
pect. Every User A Life- prices. 
Time Customer. 


CORONA 


Wool FAT ae 












The Corona Mfg. Co. 
374 Corona Bidg., 
Kenton, Ohio 








Nationally Advertised to Sell for 
HANSON 
COOK-0-METER 


Featured in Good Housekeeping—ap- 
proved by 14 leading domestic science 
experts. It’s the greatest advance in 
kitchen scales in years; has features 
contained in no other scale. Here’s 
your chance to increase your kitchen 
scale profits. 


Ask your jobber about 
our special ABC deal 


HANSON SCALE CO. _ (Est. 1888) 


525 N. Ada St. Chicago, Ill. 





Slightly higher in 
West and South 











A BRAND NEW FIELD 
FOR SUMMER PROFIT 


Now — smooth, old-fashioned ice 
cream made in electric refriger- 
ators — with the Hamilton Beach 
Iceless Freezer. The motor-driven 
paddles do it. Your customers have 
been waiting for this efficient, fool- 
proof freezer. It opens a brand 
new field for volume and profit. 


Nationally Advertised 


The first advertisement of the Ice- 
less Freezer will appear in the 
June 15th Saturday Evening Post. 
Others will follow in_ leading 
women’s magazines. Place your 
order now! Cash in on this op- 
portunity for new profit. 


Order From Your Wholesaler 
Hamilton Beach Co., Racine, Wis. 


Vow’ ll be interested 


in the comments of an Osborn 








HAMILTON BE 





Brush Wholesaler whose message 
will appear in the Osborn full 


page advertisement next issue. 


THE OSBORN MANUFACTURING COMPANY 
5401 Hamilton Avenue - Cleveland, Oh 





MAY 23, 1935 





Trow & Holden 
TOOLS & SUPPLIES 


are guaranteed 


SEND FOR LATEST CATALOG 
TROW & HOLDEN CO. 


Barre, Vermont 














COMPLETE and profitable line for 

dealers: Farm and ornamental fencing, 
barb wire, nails, bale ties, posts, gates, galva- 
nized roofing and siding, wire corn cribs, etc. 


CONTINENTAL STEEL CORPORATION 


KOKOMO, INDIANA 
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SEND FOR YOUR SAMPLE 


of our fastest - selling 
CARPET BEATER — 
THE CLEANER TYPE. 


Handled by most jobbers. 


THE HOLT-LYON 
co., INC. 
Saugerties, N. Y. 


Cleaner 








The Original 
“HORSESHOE MAGNET” 
HAMMERS 


j Steel Forgings, Perma- 
\ nent Magnets. The best 

y \ magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sole Manufacturer 
596 Atlantic Ave., Besten, Mass. 








EHL Stay Fasteners 


The perfect fastener for 
making and strengthen- 
ing woed joints. 













Will not cut or 
split the wood. 
Draws the sides of 
the joint together. In 25¢ and 
10¢ display boxes with wood joint 
model. Write for dealer prices. 


WRIGHT PRODUCTS MFG. CO. 
2101 Kennedy St., N.E., Minneapolis, Minn. 

















Don’t Let It 
Run Away From Youe 


You'll find many good accounts 
advertising for sales representatives 
in the Classified Opportunities Sec- 
tion, 

Many of these side lines may be 
just what you need to increase your 
commissions. 

If you don’t find the kind of 
line you want, why not adver- 
tise for it? Many manufacturers 
look through the Sales Accounts 
Wanted advertisements before they 
advertise for salesmen. 

Take advantage of the oppor- 
tunity the Classified Section offers 
you to keep in touch with the sales 
positions that are open. Read the 
classified section of each issue. 
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Classified Opportunities Dept. 
239 West 39th St, New York City 
Rg IO I tO AO st ag Ra, 











respected. The transaction is es- 
sentially one between the two 
principals—the maker and_ the 
user. All others are middlemen 
or agents; for the product is not 
really sold until it has been 
bought by the consumer. Why 
should one middleman have the 
power to depreciate in the public 
mind the value of the maker’s 
brand and render it unprofitable, 
not only for the maker but for 
other middlemen? 

“Why should one middleman 
be allowed to indulge in a prac- 
tice of price cutting, which tends 
to drive the maker’s goods out of 
the market and in the end inter- 
feres with people getting the goods 
at all? 

“The dealer who sells the Dol- 
lar Ingersoll watch for 67 cents 
necessarily loses money in that 
particular transaction. He has no 
desire to sell any article on which 
he must lose money. He adver- 
tises the sale partly to attract cus- 
tomers to his store; but mainly 
to create in the minds of those 
customers the false impression 
that other articles in which he 
deals and which are not of a 
standard or known value will be 
sold upon like: favorable 
terms. . 

“A single prominent price cut- 
ter can ruin a market for both the 
producer and the regular retailer. 
And the loss to the retailer is seri- 
ous. 

“On the other hand, the con- 
sumer’s gain from price cutting 
is only sporadic ‘and temporary. 
The few who buy a standard 
article for less than its value do 
benefit—unless they have, at the 
same time, been misled into buy- 
ing some other article at more 
than its value. But the public gen- 
erally is the loser; and the losses 
are often permanent. If the price 
cutting is not stayed, and the 
manufacturer reduces the price to 
his regular customers in order to 
enable them to retain their mar- 
ket, he is tempted to deteriorate 
the article in order to preserve his 
own profit. If the manufacturer 
cannot or will not reduce his price 
to the dealer, the consumer suf- 
fers at least the inconvenience of 
not being able to buy the article.” 

The late Mr. Justice Holmes al- 
so said: “I think that we greatly 


exaggerate the value and impor- 
tance to the public of competition 
in the production or distribution 
of an article (here it is only dis- 
tribution) as fixing a fair price. 
What really fixes that is the com- 
petition of conflicting desires. We, 
none of us, could have as much as 
we want of all the things that we 
want. Therefore, we have to 
choose. As soon as the price of 
something that we want goes 
above the point at which we are 
willing to give up other things to 
have that, we cease to buy it, but 
buy something else. . . . 

“TI cannot believe that in the 
long run the public will profit by 
this court permitting knaves to cut 
reasonable prices for some ulte- 
rior purpose of their own, and 
thus to impair, if not to destroy, 
the production and sale of articles 
which it is assumed to be desir- 
able that the public should be 
able to get.” 

The reasoning advanced by 
these two great minds seems to be 
spreading. The public, in any 
event, is not as vociferous against 
price maintenance as it used to 
be. 

If the National Recovery Act is 
not renewed, or if its present pro- 
visions are emasculated, as the 
Senate seems to have in mind, it 
is conceivable that fair trade legis- 
lation in the different states may 
receive a setback that it would 
take a good many years to over- 
come. On the other hand, if the 
NRA is continued in its present 
form, renewing the loss limita- 
tion clauses in the different codes 
and prohibiting various types of 
unfair trade practices, then fair 
trade legislation in the different 
states would receive a decided im- 
petus. 

It is likely, too, that by 1937, 
when the majority of the state 
legislatures again meet, retailers 
will be so highly organized that, 
regardless of the fate of NRA, 
fair trade legislation would be 
pushed even more vigorously than 
it was pushed during the 1935 
state legislative period. 

The fact of the matter is that 
there are now five fair trade acts 


- on the statute books. As long as 


these remain laws, they will serve 
as stimuli to retailers in other 
states to obtain like legislation. 
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““SURE-GRIP”’ 


GALVANIZED STEEL 


HOSE CLAMPS 


GARDEN 
HYDRANT 
BEER 

FOR < SPRAY HOSE 
AIR 
STEAM 
SUCTION 


Send for Complete Price List 
Sold by Leading Distributors 


J. R. CLANCY, Inc. 


Syracuse N. Y. 





















A FINE CHROME- 
PLATED TOOL FOR HOME 
OR FARM WORK 


THIS model is one of the 
world’s largest selling torches. 
The tank is chrome-plated, and 
is fitted with windshield and 
a lock-down, T-handle pump. 
This tool has the construction 
features that have made C & L 
Write torches the standard of the 
forde- country. Yet it is modestly 
—_ priced, as are C & L 800 and 
folder C & L 600A, other models in 
tothe our low-priced line. 


CLAYTON & LAMBERT MFG. CO. 
Detroit, Michigan 
Makers of World’s Largest Selling Firepots 





C&L 158A 














D-S COCOA MATS 


Look the Part! 


Darragh, Smail Cocoa Mats look the 
part. They have a pedigree—a repu- 
tation—75 years of it. Priced right, 
styled right, made right—they sell. 


WALTER C. PLUNDEKE 
Selling Agent 


DARRAGH, SMAIL & CO., Ltd. 
Balfour, Guthrie & Co., Ltd. 
295 Fifth Ave. New York City 

































Sell the big value — Nicholson Files, 
known to your old customers for 
quality, made known to hundreds of 
new customers by national advertis- 
ing. Popular prices of Nicholson 
Files give them added consumer ap- 
peal. At your hardware wholesalers 
and mill supply dealers. Nicholson 
File Co., Providence, R. I., U. S. A. 


Genuine 
NICHOLSON FILES 


MONEY 
In STARS 


Not everybody can af- 
ford new shoes, but all 
can afford Star Heel 
Plates which save shoe 
money. That's why 
there's money—real profits selling "Stars'"—the Quality 
Heel Plates. 





9 sizes to fit smallest or largest shoes. '/ gross pairs in box. 
Also 3 pairs assorted on cards. Sold by leading Jobbers. 
Send for Samples and Prices. 








+ STAR HEEL PLATE co. + 


Newark 











EVERY TIME YOU SELL WAX SELL WAXOFF 
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that’s a “natural” Order from 
your jobber. Schalk Chemical 
Co., Los Angeles, Chicago. 












Silver Lake ‘ Sash Cc ey ne| 
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EETS every garden hose need. 7 stand- 
ard nationally known brands of plied 


and moulded hose. Each 
brand a leader in its own | 
price field. A complete 
line that gives you a hose 
for every purpose at a 
price for every purse. 





















BOSTON WOVEN HOSE & RUBBER CO. 


Cambridge, Mass. 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum 50 cents per insertion. 


All Other Classifications 


Set Solid, Maximum of 50 words... .$3.00 
Each additional word .......+..++ .06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word .......+.+.++ -06 


Allow Seven Words for Keyed Address. 
Boxed Display Rates 


Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobber’s Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 

ments 


—— e —— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


— @— 

HARDWARE AGE is published every other 

Thursday. Classified forms close 13 Days 
previous to date of publication. 








NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 

Address your conmapandenes and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








BUSINESS OPPORTUNITIES | BUSINESS OPPORTUNITIES | BUSINESS OPPORTUNITIES 





located in an eastern state. 


known. 
houses. 





Chance of a Lifetime Available NOW to Right Party 


Controlling interest for sale in well-established Hardware Manufacturing Business 
Company manufactures representative line of high grade tools. 
Has been in successful operation many years and its products are widely and favorably 
Distribution is through the Hardware Jobber-Retailer channel, plus Mill Supply 
National acceptance of the company’s policies and products thoroughly established. 
Cash required will be in the neighborhood of $100,000, but plant, equipment and real estate 
worth considerably more than this figure. Increasing years and illness make it incumbent for 
present owners to withdraw from the business. 
party or interests. No brokers need apply. 


Address Box B-719,Care of HARDWARE AGE, 239 W. 39th St., New York, N. Y. 


Satisfactory terms can be made with the right 


| 








WILL BUY STARRETT — LUFKIN — 
BROWN & SHARPE machinist tools. Quote 
best discounts. Address Union Tool Store, 2271 
Ontario St., Cleveland, Ohio. 


FOR SALE—HARDWARE STORE, WITH 
a complete line of — also electrical supplies. 
Twenty-nine years Long Island. Doing $90,000 
a year business. Address Box B-714, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 





RECEIVER’S AUCTION SALE OF 
HARDWARE STORE STOCK 


Stock of Albertson & Young Co., 
2023 Atlantic Avenue, Atlantic City, 
New Jersey, will be sold at AUC- 
TION, 9 A. M. Eastern Standard 
Time, June 5 by R. Warren Albert- 
son, Receiver. 


Goods and chattels composed of 
builders’ hardware and supply ma- 
terial, open book accounts, fixtures 
and other personal property will be 
exposed for sale in aforementioned 
order. After sale exposition, stock 
will be put up for sale as an en- 
tirety and in whichever way prop- 
erty will bring highest and best 
price, whether as an entirety or in 
parcels as aforesaid, the same will 
be sold to highest bidder. 


Twenty-five per cent of the pur- 
chase money will be required to be 
paid by the successful bidder when 
the property in whole or in part is 
struck off and the balance shall be 
paid upon delivery of the bill of 
sale therefor. 


Goods and chattels, rights and 
credits, fixtures and other assets 
can be seen and inspected by any 
person calling upon the subscriber, 
the receiver, at the office of 


ALBERTSON & YOUNG CO. 
2023 Atlantic Ave. 
ATLANTIC CITY, N. J. 














A BARGAIN—WORTH $125. NEW STYLE 
LINE-O-SCRIBE FIRST CLASS CONDITION 
—5 FONTS TYPE—EXTRA CUTS AND 
LETTERS—STEEL TYPE CABINET. INK, 
ROLLERS, PLATES, na PRICE $50 F.O.B. 
BUTLER, N. J. DRESS—LOCK BOX 
57, BUTLER, N. J. ' 





FOR SALE—ONLY HARDWARE BUSI- 
NESS in good small town in Delta section of 
South, long established, low overhead. This is 
real money maker. Strictly farming section, 
cotton, corn, alfalfa. $6,500 cash will buy stock 
and fixtures. aoe Box B-725, care of Harp- 
wArE AGE, 239 W. 39th St., N. Y. City. 


FOR SALE—HARDWARE AND DEPART- 
MENT STORE. Only hardware store in a town 
of 15,000 people. Nice clean stock. Corner loca- 
tion. Rent $40. If you have $3,950 cash and 
want a good established business, that is really 
making money, investigate. It’s a bargain. No 
agents. Address Freeman Hardware Company, 
Phenix City, Alabama. 


MANUFACTURER WOULD LIKE TO 
HEAR from hardware jobbers who are getting 
tired of seeing their retail hardware accounts 
undersold by the M. O. and Chains on grinding 
wheels from 4” to 8” in diameter (75% of busi- 
ness being done in these sizes). Let us submit 
our plan which allows any retail hardware dealer 
to compete with profit. Address Box B-710, care 
of Harpware Ace, 239 W. 39th St., N. ¥. C. 








MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 





NEAR BOSTON: BUSINESS _ESTAB- 
LISHED THIRTY years in town of 6,000. Large 
trading area. Hardware and furniture inventory 
about $20,000. Modern fixtures. Real estate in- 
cluded if terms attractive. Owner retiring wholly 
or partially. Might sacrifice for immediate dis- 
posal. No auctioneers. Address Box r yi care 
of Harpware AGE, 239 W. 39th St., Y. City. 





FOR SALE—TO CLOSE AN estate—long 
established hardware store located in Niagara 
Falls, New York. Clean and well-assorted in- 
ventory approximating $15,000. Not. interested 
in auctioneers or liquidators but here is a worth- 
while opportunity to acquire a going business. 
Address Box B-718, care of Harpware AGE, 
239 W. 39th St., N. Y. City. 








SALES REPRESENTATIVES WANTED 








WANTED ESTABLISHED REPRESENTA- 
TIVE CALLING ON hardware and paint a 
bers, also furniture manufacturers to represent a 
staple line on a commission basis. Must be able 
to devote some time in reestablishing old contacts. 
Good territories in various parts of the United 
States now open. Submit reference and state 
lines now carried. Address Box B-672, care of 
Harpware Ace, 239 W. 39th St., New York City. 





HARDWARE BUSINESS WITH A BRIGHT 
future in South Atlantic coastal city of 60,000 
population. Trading area ovér 100,000. Indus- 
trial, agricultural and shipping center. Clean, 
diversified stock and fixtures will inventory about 
$22,000. Business established 21 years same loca- 
tion. Up-to-date store, long lease, low rental. 
A gold mine for a live wire. No brokers need 
apply. Address Box B-722, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 








WANTED: SALESMAN, WHO IS FAM- 
ILIAR with the retail and wholesale hardware 
and furniture trade throughout Oklahoma and 
Kansas, to represent Eastern concern. Lines 
are well known to the trade and are staple, not 
specialties. Liberal commissions. Please state 
experience, references, age, etc. Also want man 


to travel Kentucky and Tennessee. Address Box 
B- ‘2 are of Harpware AcE, 239 W. 
m.. =. CRP 


39th St., 


HARDWARE AGE 



































SALES REPRESENTATIVES WANTED 


- CLASSIFIED OPPORTUNITIES ° 


SALES ACCOUNTS WANTED 





POSITIONS WANTED 





COMMISSION SALESMEN NOW CALL- 
ING ON hardware, department store, house- 
furnishing, janitor supply and chain store trade 
to sell a limited line of household specialties. 
Several territories now open. In writing give 
details of territory, lines now handled, experi- 
ence and references. Address Kautenberg Co., 
Box 519, Freeport, Illinois. 


WANTED — EXPERIENCED SALESMEN 
TO SELL new line of popular priced stainless 
steel utensils to department store, housefurnish- 
ing and premium trade in New York State outside 
of New York City, also for Pennsylvania. Must 
have established trade contacts. Address Box 
B-729, care of HarpwarEe AGE, 239 W. 39th St., 
N. ¥.. City. 


SALES REPRESENTATIVES WANTED TO 
SELL new, fast moving paring knife to hardware 
and department store trade as side line. Com- 
missions. Following territories open: Boston, 
Central New York, Western Pennsylvania, Ohio, 
Indiana, Wisconsin, Duluth, the Dakotas, Des 
Moines, Kentucky, Atlanta, Gulf States. Please 
a a Knife Company, 110 East 42nd Street, 

e ° ity. 


WANTED—SALESMEN CALLING ON 
HARDWARE trade in New England to carry as 
a side line on commission basis a complete elec- 
trical setup for hardware stores to sell from 
catalog and samples. Liberal commissions. Kindly 
furnish references. Address Box B-726, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 


AN OLD-ESTABLISHED EASTERN MAN- 
UFACTURER producing a complete line in its 
field will — a sales representative for the 
hardware jobber and mill supply trade in Western 
New York State. In your letter give names of 
manufacturers you now represent and general 
sales experience. Address Box B-720, care of 
HaArpware AGE, 239 W. 39th St., N. Y. City. 


ESTABLISHED MANUFACTURER HAS 
SEVERAL OPENINGS exclusive territories. If 
you are now calling regularly on hardware, mill, 
and contractor supply trade and can add several 
good items to your line, commission basis, our 
proposition will interest you. Address Box 377, 
Toledo, Ohio. 




















MANUFACTURER WANTS SALESMEN 
WITH ESTABLISHED clientele calling on 
wholesale and retail hardware, and auto accessory 
trade in Massachusetts, Rhode Island, and Con- 
necticut; to sell a well-introduced article as a side- 
line. Wonderful repeater. Liberal commission 
paid. Must have good references. Address Box 
183, Hoosick Falls, New York. 





ROPE SALESMEN WANTED—PHILIP- 
PINE MADE Manila Rope sideline, long estab- 
lished trade necessary. 5% commission. Write 
fully about yourself giving references. Address 
Box B-701, care of HArpwaAre AcE, 239 W. 
39th St., N. Y. C 


SALES ACCOUNTS WANTED 


WANTED—ANOTHER LINE BY OLD es- 
tablished manufacturer’s agent covering Southern 
States for more than 20 years. Have close con- 
tacts with hardware and mill supply jobbers. Only 
lines offering opportunity for large volume con- 
sidered. Will work either salary or commission 
basis. Jobber and manufacturer references gladly 
furnished. Address Box B-674, care of Harp- 
wARE AGE, 239 W. 39th St., New York City. 














WANTED — SEVERAL SNAPPY LINES 
THAT have a quick turnover for the Southern 
market. Florida to Texas. Over 20 years’ ex- 
perience in the hardware business. Thirty-seven 
years old, single, free to travel; hard plugger. 
Have car with Florida plates. Salary or com- 
mission. Satisfactory references furnished. Ad- 
dress M. Nehrer, 214 Wakeman Place, Brooklyn, 


HELP WANTED 











SALESMAN—SIXTEEN YEARS’ EXPERI- 
ENCE IN the Metropolitan district and on the 
road. Open for proposition in the Metropolitan 
district. Can furnish Al credentials as to 
character, and ability. Address Box B-699, care 
of Harpware AGE, 239 W. 39th St., N. Y. C. 





A MAN WITH THOROUGH KNOWLEDGE 
of contract work having sold Federal, State and 
Municipal Government supplies for past twenty- 
eight years. Aggressive, ability, initiative and 
desire to succeed. Seeks connection with repu- 
table concern carrying general stock of hardware, 
mill supplies, etc. Address Box B-705, care of 
Harpware AGE, 239 W. 39th St., N. Y. C. 





Hardware Personnel 


FROM THE MANAGER TO THE 
DELIVERY BOY 


WHOLESALE RETAIL 


Our files contain applications of several 
hundred experienced and well-trained em- 
ployees in the hardware industries. 


NO CHARGE TO EMPLOYERS 
FOR THIS SERVICE 


If we can be of any help to you, just phone 


ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street New York City 
WIS. 7-1802, 1803 














SIDE LINE—TRAVELING SALESMAN, 
CALLING on small town hardware, variety, and 
general stores in West Virginia, to carry a line 
of cast iron and cast aluminum cooking utensils. 
One of the oldest and most reliable, well-estab- 
lished manufacturers. Straight commission basis. 
Address Box B-715, care of Harpware AGE, 
239 W. 39th St., N. Y. City. 


POSITIONS WANTED 


AVAILABLE JUNE 15 SALESMAN WITH 
10 years’ experience covering small and larger 
cities of Ohio for old line jobbers contacting such 
accounts as hardware, furniture and automotive. 
Desire a connection that has a good repeat line 
that can be sold direct or through the jobber. 
Prefer lines with counter display packages, so 
I can carry small stock for delivery on first call. 
Will appreciate complete details in your replies. 
Good references will be furnished. Address Box 
B-724, care of HArpwarE AGE, 239 W. 39th St., 
N. Y¥. City. 


MAN WITH 16 YEARS’ EXPERIENCE in 
hardware merchandising, including purchasing of 
hardware and plumbing supplies, desires con- 
nection with concern offering opportunity for ad- 
vancement. Highest credentials testifying to 
character, initiative and ability. Location desired in 
Middle Atlantic or New England States. Address 
Box B-723, care of HARDWARE AGE, 239 W. 39th 
St, N. ¥. City. 


EXECUTIVE SALES MANAGER WITH 
THOROUGH knowledge of chain store mer- 
chandising is open for position with reputable 
concern having suitable lines. Has wide acquain- 
tance with chain store buyers and managers 
throughout Eastern territory. Address Box B-711, 
care “. HArpware AGE, 239 W. 39th St., 
nN. ¥. &. 























WANT POSITION AS EASTERN Salesman 
for manufacturer of small patented article or 
other non-competitive device. Must have volume 
possibilities. Have had five years’ experience 
selling industrial trade. Willing to start in manu- 
facturing plant and work way out as road sales- 
man. Address Box B-708, care of HARDWARE 
AGE, 239 W. 39th St., N. Y. C. 





HARDWARE MAN 43 YEARS OF age, 
thoroughly experienced in retail and wholesale 
hardware, paints, sporting goods and kindred 
lines, both inside and outside, desires a position 
with responsible retail firm. Capable of buying, 
bookkeeping and store management. Salary sec- 
ondary. Free to go anywhere. Middle West or 
South preferred. Address Box B-671, care of 
_ AGE, 239 W. 39th St., New York 
ity. 





SALESMAN, THOROUGHLY RELIABLE, 
BACKED BY a successful record of 15 years 
selling reputable jobbing trade in Metropolitan 
New York, desires position as New York repre- 
sentative. Forty years of age, married, technical 
college education. Exceptional contacts with sev- 
eral mill supply and wholesale hardware accounts. 
Address Box B-692, care of HARDWARE AGz, 239 
W. 39th St., N. Y. City. 





TWENTY YEARS’ EXPERIENCE IN RE- 
TAIL hardware, housefurnishings, paints, sport- 
ing goods, farm machinery, plumbing, china, 
glassware, novelty merchandise. Aggressive, good 
personality and a producer. Want connection in 
Vest or Southwest, preferably stock country, and 
small town. Address Box B-716, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 





MANUFACTURING AND SALES EXECU- 
TIVE, THOROUGHLY familiar with hardware 
business now available for position. Good person- 
ality, sales ability plus personal acquaintance 
with all larger jobbers makes me feel I can do 
real job for manufacturer needing sales help, 
production help or both. Have handled both large 
and small organizations. Age 43 years, married, 
Christian. Now general manager of leading com- 
pany in jts field in hardware industry. Reason 
for change can be satisfactorily explained. Further 
details confidential. Address Box B-713, care of, 
Harpware AGE, 239 W. 39th St., N. Y. City. 


COMPETENT YOUNG MAN NOW _ EM- 
PLOYED desires larger scope for his capabilities. 
Thoroughly experienced in the successful mer- 
chandising and sales promotion of specialty and 
regular hardware lines.” Has proper contacts with 
wholesale and retail trade throughout East and 
Midwest and has successfully organized and 
directed national sales organizations. Will con- 
sider any sound permanent proposition from re- 
liable concern. References furnished. Address 
Box B-721, care of HARpwarE AGE, 239 W. 39th 
St... NW. ¥. City. 














Looking for a Hardware Store? 


Tue place to find it is under the heading of Business Opportuni- 
ties in the Classified Opportunities Section of this paper. 


By watching the for-sale ads you'll be reasonably sure to secure a good pay- 
ing business at a fair price or, better still, let the trade know the kind of a 
store you are looking for. 
Classified Opportunities Dept. 


HARDWARE AGE 239 West 39th St., New York City 
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Store Renovizing 


If a new store front would make your place more 
inviting to customers, or if rearrangement of the 
interior is needed, our special store-front service 
will be glad to offer suggestions. These photographs 
show how one dealer has recently practiced what he 
preaches and modernized his establishment with 
fine effect. 
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PITTSBURGH 
PLATE GLASS COMPANY 


Paint and Varnish Division, Milwaukee, Wisconsin 


MAY 23, 1935 
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Tue easiest kind of product to sell is 
the product that has not only quality, 
but a real idea behind it — an idea that 
lifts it out of the ruck of competition. 
That is why dealers who tied up to 
Pittsburgh’s advertising on ONE-Day 
PAINTING are reporting record sales of 
Pittsburgh Paint products this Spring. 

One of the beauties of the one-day 
painting idea is that it is creating new 
business for both dealers and painters 
— making jobs grow where they might 
not have grown. Hundreds who might 
not have painted this Spring because 
of cost and inconvenience went into it 
gladly when they discovered how one- 
day painting cuts expense and elimi- 
nates days of muss. 


Go after school business now 


June is the time to go after the school 
business in your neighborhood. Many 
schools and colleges have painting done 
during the summer months. And while 
the one-day painting idea is not so 
important from the angle of avoiding 
days of muss in such cases, it is still 
vitally important from the standpoint 
of lower costs. 

Send for copies of our booklet en- 
titled “Effect of Color on Schoolroom 
Walls and Ceilings,” designed to inter- 
est school boards and boards of regents. 
Distribute these books where they'll 
do the most good, and follow up strong. 

Bring mailing lists up to date 
This Fall, Pittsburgh dealers will be 
backed by another big advertising cam- 
paign. Start to get ready for it now — 
by modernizing your store, and by send- 
ing us your up-to-date list of prospects 
who should receive direct mail. 
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GARDNER, MASS. 
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your cooking 


KANKAKEE, 


for DIL STOVES -RANGE BURNERS 


AN attractive, fast-moving 
item. Descriptive folder 
and prices from your 
jobber. 
THE RAYBESTOS DIVISION of 


Raybestos-Manhatten, Inc. 
BRIDGEPORT —— CONN. 


CO. 


SLL. 
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STURDY + UNIFORM + RELIABLE 
* 
THE MOST WIDELY ADVERTISED 
AND BEST SELLING HORSE NAIL 
ON THE MARKET 
. 
Packed in Heavy White 
Cartons, Printed in Biue 
* 
MANUFACTURED BY 


THe CaPEeWweELL Horse Nait Co. 
HARTFORD, CONN. 





STOVE 
BOLTS 


Bolts—Tire, Sink. | 
Screws—Wood, Drive, Coach. ff 
Machine, Cap, Set, Thumb, 
Lock Cap, j 
Nuts — Semi-finished, Machine 
Screw, Acorn Cap. \ 
Chain — Sash, Jack, Safety F 
Ladder, Furnace, Register. { 
Escutcheon Pins. ' 
THE CORBIN SCREW 
CORPORATION 
THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 
New Britain, Conn. 
Warehouses: 


New York 
Philadelphia 
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FELT FEET 


COMBINATION KEROSENE LANTERN 
STOVE and HEATER 


THUMB TACKS sqrincem 


TUFTING BUTTON 


BLAS KEROSENE OR CASOLENE 
CAMPINGO N91 
NUMERAL FLATHEAD ONE PIECE 
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Robert E. Miller, Inc. 


Domes of Silence, Inc. _ 


OPTIMUS NOo4s 


STOVE 
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REMCO REAL nr wooD MOULDING 


Swedish Optimus Co., Inc. * package. 


" ABJUSTAGLE FROM 
4 TO 26 WmCHES 


BUT IR IARI «= -35 Pearl Street 
see that our Trade-Mark appears New York 
N. Y. 
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“EASIER TO HANDLE 


IS MORE PROFITABLE 
TO SELL 


The makers of Red Edge Screen Cloth consider that their 
obligation to the Red Edge dealers means something more 
than maintaining the quality of their product. They are 
constantly developing features that make it easier for the 
dealers to handle Red Edge and therefore more profitable 
for them to sell. 

A most practical feature...developed years ago to aid 
Red Edge dealers in eliminating cutting wastes...is the 
red enamel edge. It accurately measures the cloth every six 
inches and it never comes off...permanently identifying 
the cloth for repeat orders. 

Only Red Edge is packed in the Spiral-Wrap End-Cap 
round package. Less bulky and lighter in weight, it saves 


67 in freight charges and 18% in storage space in comparison 
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with the square carton. 


The RED EDGE PERPETUAL INVENTORY TAG 


...the latest exclusive development... tells 
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When selling 
screen cloth, clip 
off, or check off, 
number of feet 
sold from tag. 


lin. 


instantly the number of feet of screen cloth. 


left in a roll. It has one-foot marks, and five- 
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foot divisions, up to 100 feet. When selling 


screen cloth, clip off, or check off, from tag 
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the number of feet sold. Use on hardware 
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BRANDS 
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cloth, chicken wire, and glass cloth, too. 


in-Red Edge 


AluminA (elec- 


ee Enough tags for your needs, sent free. Your 
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zinc) 


jobber has a supply or write us direct. 
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Sun-Red Edge Black 
(painted) 
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Sun-Red Edge Bronze 
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Tagis 714” x14" 


SOLD TO AND DISTRIBUTED BY RECOGNIZED JOBBERS ONLY Reg. U.S. Pat. Off 


MAY 23, 1935 
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POCKET KNIVES 


BLADES FORGED FROM 
FINE CUTLERY STEEL 


HAND TEMPERED 





—qim AND GRACEFYy 


SLENDER POINT LOTS oF BACKBONE 


WIDE BLADE 


MECHANICS 
LIKE THIS 
STOCKY BLADE 
WITH ITS HANDY 
COPING POINT @ 
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